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Fujitsu hard disk drives from Supercom 

Capacities from 1.28 to 9.1 Gigabytes now shipping! 

With third-generation MR head and PRML technology, Fujitsu's family of 3.5-inch drives feature higher performance 
and even greater reliability — as high as 1 ,000,000 hours MTBF — with a warranty that's carved in stone. It's the 
kind of commitment you can only expect from $50 billion Fujitsu, the world’s second largest computer company. 



Sup&com 

KK Super OualitY Computer Product Distributor 


Vancouver Tel; (604) 276-2677 Fax: (604) 276-0807 
Toronto Tel: (905) 415-1 166 Fax; (905) 415-1 177 
Montreal Tel: (514) 335-1 166 Fax:(514)335-9326 
Nationwide Toll-Free Inquiries 1-800-949-4567 








Is our business. So is supplying the best selection 
of mainboard products. The choice is 
clear.. .call EMPAC. 
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Pentium and Pentium Pro Mainboards 
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Micro-Star Int'l 

Pentium and Pentium Pro Mainboards 

MS-$12e. Intel 430HX. 75-200MHZ w/SIMM. 2SeKt312K PB SRAM on boattfCOAST module kh 
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Pentium and Pentium Pro Mainboards 
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At EMPAC we do 
considerably more to en- 
sure that you gain a deci- 
sive edge over your com- 
petition. EMPAC offers 
you a superior range of 
technologically-advanced 
hardware products, from 
entry level to the most ad- 
vanced systems, monitors 
CD-ROM/Hard disk drives 
and main boards. 

EMPAC is truly 
unique because we take 
the time to provide excep- 
tional personalized sales 
and customer support, 
very competitive pricing, 
unbelievable specials 
(faxed weekly), custom 
and preconfigured sys- 
tems and a variety of 
hardware products. It all 
adds up to a total solution 
that works to your advan- 
tage. 


«-C€ 



Call your EMPAC sales 
repre.sentative for more 
information. 



1-800-TO-EMPAC 





EYE ON THE INDUSTRY 


BUSINESS BASICS 


Your PC Will Soon Read Your Paper 

14 

The Business Partnership Agreement 


By David Tanalm 


Don't Leave Home Without One 

46 

NOTEBOOKS 


By Doaylas Cnn' 


Ths Canadian Notebook Market— 


MARKETING 




The Secret Of “Piggybacking" 

48 

ByJtffEvms 


By Mania Kerr 


OFFICE SUITES 


MARKET OUTLOOK 


How Suite Ills 

24 

Volatility in The High-Tech Market— 


By Paul Uma 


What Does It Really Mean? 

50 





MULTIMEDIA 




Multimedia — Is MMX The Next Frontier? 

26 

POINT OF SALE 


By Paid Wtinberg 


POSMayBeASolidNicheMarket 

52 

lABTEST 


ByCeofViheelmghi 


Desktop Lasers 


TECHNOLOGY 


Printing Pretty For Cheap Drives New Potential Markets 

28 

Waiting For The Universal Serial Bus 


ByJaaBImi, Vm Bingham-Vdiliis mid Sieve Halinda 


That bus is due sometime in 1937, but when? .. 54 

PRINTERS 


By Alan Zismon 


Ink-Jet Printer Wars Heat Up 


THE PUNDIT 


Resellers Note: There Are Major 


What Do Cars and Music Have To Do 



42 



By Jeff Evans 


By Gratae Bennett 


INDUSTRY PERSPECTIVES 


THE LAST WORD 


Laser Printing: 


Suite Competition 

62 


44 

ByDaiiy,Mder 


By Jaff Smith 





CCW Editoria 


APRIL - 

Feature Selling to Government 

Hardware Focus PDAs 

Software Focus Database Management 

Lab Budget Computers 

MAY 
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Why Not Deal With The Biggest? 

Bu\ing parts the usual \ray! No-name brands of no known origin. No assurances ofreliability or compatibility No support. That’s noway 
to build a computer, Mueh less a business. Switch to Acer components. Evert’ Acer product meets the toughest quality standards in the 
industry. And that includes just about erery kind of component your system needs. Erom monitors and keyboards to motherboards, sound 
cards, chassis, and CD-ROMs, AcerOpcn has it all! And you’l! rest easy knowing every Acer component works together. It’s proven every- 
day. As a matter of fact. Acer built the world’s fifth largest PC company around these parts. At Comtronic, we’re your one-stop Acer 
source, Our warehouses arc packed to the ceiling with Acer quality products. And all at prices that figure to leave you plenty of maigin. 
Call Comtronic, Canada’s largest AcerOpcn Distributor, now (or quality and quality that adds up. 
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Call 1-800-297-5505 Today For An Authorized Comtronic Distributor Near You! 


905-479-8336 

Hamilton 

905-574-3744 


604-273-7280 

Montreal 

514-731-1223 


519-679-2922 

Kingston 

613-634-1880 
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Comtronic 


OttawA 

613-736-7513 
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EDITOR'S DESK 



Just How 

was flabbergasied to 
receive an E-mail mes- 
sage from my spouse the 
other evening. Now. the 
fact of the E-mail itself 
was nothing remarkable. 
The exlraordinary thing; while 1 was in my 
home office; the dear fellow was E-malling 
me — from our living room! 

The times, (to quote Bob Dylan) they 
are achangin'l A friend of mine has pub- 
licly lamented the fact that her husband 
insists on bringing hi.s celluUu’ phone and 
pager into ihe washroom while he showers, 
so a.s not to avoid massing a call. 

As a society; we are truly wired, and 
are becoming more so, each and every day. 
Work is underway to enable each person to 
have an individual cellular phone number 
at which they can be reached, regardless of 
their location — anywhere around the 
globe! With cellular modems, our note- 
books can handshake with the ofllce and 
upload, download or synchronize our valu- 
able data from our cars, from the street cor- 
ner — and. if the ads are to be believed, 
from the beach. 

Speaking of notebooks; for an in- 
depth overview of the Canadian notebook 
market, read "The Canadian Notebook 
Market — Worth Watching In 1997," 
(page 18). by Jeff Evans. Canadian 
Computer Wholesaler’s Toronto Editor. 

Other key technology features this 
issue include: a look at the suites market 
("How Suite It Is,” page 24). by Paul 
Lima; an update on multimedia, 
("Mullimedia — Is MMX The Next 
Frontier?" page 26), by Paul Weinberg; 
and a look at the point-of-sale market 
("POS May Be A Solid Niche Market," 
page 52), by Gcof Wheelwright. 

But even Ihe most lighlweighi full- 
sized notebook starts to weigh the mobile 
worker down after several hours of lugging 
the computer about. Hcncc. that’s some of 
Ihe attraction of the handheld computer and 
PDA. In a recent conversation with Joseph 
Ng. regional sales manager. ofTice automa- 
lion division at Sharp Electronics of 
Canada Lid., he spoke of his own personal 
Zaurus keyboard personal digital assistant 
as vital because of the important contact 
and scheduling information it contains. He 
said: "It’s worse than American Express — 
don’t leave home without it!” 

And if you think PDA.s are small and 
lightweight — take a look at Timex's Data 


Far Will We Go? 

Link watch that includes Micro.sofi soft- 
ware. functioning as a miniature organizer. 
Users .simply hold the watch up to the PC 
monitor, where data downloads from the 
PC. via a light sensor in the watch. (You’ll 
think it’s magic — says Timex's marketing 
matcriaU.) This is jusl an indication of 
things to come. As microproces.sors 
become smaller, faster, cheaper — pundits 
predict the average citizen may wear as 
many as five chips on their body within a 
matter of mere years. While certain prod- 
ucts may be faddish and will no doubt 
come and go — technology Ls here to stay, 
and will become more and more integrated 
with our lives. 

As resellers of high lechnology prod- 
ucts and services — you are in what ought 
to be an enviable position, carving a niche 
in an ever-growing market. Yet. the chal- 
lenges include fierce competition, .small 
margins, short product cycles, complex 
(and ever-changing) knowledge require- 
ments. plus an increasingly sophisticated 
(and often blase) buying public. 

Technoiogy manufacturers and devel- 
opers don’t plan to slow down any time 
soon. As long as they can make their prod- 
ucts go faster, smaller, cheaper, and more 
powerful — they will. And if they cun con- 
ceive of, and launch entirely new technolo- 
gy categories; they’ll do that too. 

Yet. in this TV culture; it’s becoming 
more difficult to evoke the Gee Whiz buy- 
ing response. An increasingly .skeptical, 
and technology-aware public will want 
more than panache for their buck. 

As the next wave of lechnology wash- 
es over us. your customers will be asking: 
Whai products and services are genuinely 
going to improve my quality of life, make 
me more productive, increase my enjoy- 
ment, and save me time and money? 

As a succes.sful high technology 
reseller; it will be your Job to uniicipale 
these questions. This is more than merely 
pushing product — it’s providing (and all- 
out marketing) true solutions to real busi- 
ness and life needs. 

I’m not saying I don’t want to strap on 
five microprocessors; but I want to know: 
Will 1 be more productive, more effective, 
younger or thinner? Just let me know; and 
I’ll be sure to E-mail my spouse. E* 

Grace Casselman 
Canadian Compiuer Whnlesaier 
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Experience the exciting world of information technology. 

At Ingram Micro's Product Showcase, you will meet over 60 of the industry's 
leading manufacturers, attend informative seminars and sample some of the 
hottest products on the market today. Join us for dinner and our special Keynote 
speaker, David Cork, author of the Canadian best-seller The Pig and the Python 
■ How to Prosper from the Aging Baby Boom. 


Thursday, April 10 
Palais deCongrfa 


Ottawa Congress 


Tuesday. April 22 


Product Showcase is the premier reseller event of the year. Don't miss out! 


Call 1-800-661-5319 to register or visit 
our website @ www.ingrammicro.ca 


INGRAM MICR 


LETTERS TO THE EDITOR 


Column On Web Commerce Was Timely Comment 

Doug Alder’s column in Canadian Computer ITAo/esa/cr (February 1997) touches on some very timely matters, Web sites in our industry (com- 
puter printer supplies), lend to be lists of lists, mission .statements and outrageous sized graphics. The fabled SOHO clients, (or at least the 
thoughtful ones) want hard information; answers to toner cartridge problems; compatible OPC drums for orphaned printers; and their legal posi- 
tion regarding threats to void printer warranties should competitive loners be used. 

Our experience in 18 months, with two different providers and two revisions of our site, has been a 350 per cent increa.se in visits over 
four months compared to 14 months with the first site. What changed? We realized our home page was not entirely clear about out core business: 
the key words Toner,' •cartridge' and 'remanufactured' were not repeated enough in the first 100 words for the major search engines to 
propel u.s high up on the search results lists. But most of all. we didn't give visitors a good reason to turn to us for purchases. 

The sizzle we give away now is free E-mail assisumce with toner cartridge problems or sourcing. The steak we do not pul up 
on our site is a I ,CK)0-page cro.ss reference to all printer supplie.s. For visitors, there are no long distance charges, no postage, no 
incremenuil costs other than 20 minutes per day. Shortly, we'll put up refilling instructions for the top five ink-jet cartridges. 

Not all new customers tell us that they visited our site, but it appears that about 15 per cent of our new business is 
off the Internet. 

What's the down .side? 

Home users who want essays and free samples, and spams cluttering up our E-mail. 

There's no point in doing more than deleting the offending E-mail, you could be assisting the spammer 
by echoing his message over many newsgroups again. It's a small enough price to pay for a utility 
which outsells any sales rep we've ever employed. Bn 

John Connolly 
General matiager 
Image Control Corp 
Toronto 
iniageitjlbaldhead.com 

H'e welcome )mir letters on industry Issues and concerns, and your comments on our magazine. 

H'e rescrtfc the right to edit your contributions for length and clarity. 

Please write to The Editor, via E-mail at ccw@lcp.ca, or fax: (604) 60fl-26h6. 


CCW 
Bulletin 
Board 
Looking for a 


product, service 





Three easy steps is how far you ere from 
transforming your ingal Presenter Notebook 
into a complete multimedia presentation theetri 
With a specially designed, easily removable 
LCD Back Panel, and unique Support System, 
all In one carrying case, you no longer need to 
carry the weight of an external LCD panel. Get 
the Presenter, and get the show rolling 

4I)S Britannia Kd. East. Suite 23. Mississi 


Model 5800 Performer Plu.s 

The next ganerariort of the Performer Series, 
with the following enhancements: 
200MHz Performance end 72MB RAM, 
S4-bit PCI Bus with 2MB EDO Video RAM, T.V. 
Out Port with MPEG as standard, 3 PCMCIA 
II Slots with Zoom Video Support, Duracell 
Battery Pack support AND MORE. 


Experience the Advantage 


Model 5600 Performer 

Complete with a 12. 1" SVGA LCD, 
up to Pentium 168MHz Performance, 
Built-In 8X CD-ROM Drive, Removable 
Hard Drive, Floppy Drive and Battery, 
all Simultaneously Integrated Into an 
ergonomic case, and with options like 
MPEG Full Motion Video Module, the 
Angel Performer is simply: 

Extreme Power! 
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Intel acquires minority stake in 
Xircom Inc. for networking 

( NB) — Giunt chipmaker Intel Corp. recently 
purchased USS52 million worth of shares or u 
12.5 per cent stake in Xircom Inc., a USS197 
million company specializing in mobile net- 
working products. The .stake will eventually 
inerea.se to 20 per cent within a five-year peri- 
od. as Intel is set to purchase 7.5 per cent 
more in Xircom's stocks according to Dirk 
Gales. Xircom's founder and chief executive 
officer (CEO). 

Gates made the announcement in a local 
news conference. The CEO. who co-founded 
the company in 1988. said, however, that 
Intel's share can't go beyond 22.5 per 
cent, to dispel any speculations that the I 
dominant chip company would buy the 
company in the future. 

Furthermore, Xircom has also I 
signed an original equipment ma 
facturing (OEM) agreement with Intel, I 
out of which they expect to generate 
"multi-million" revenues wiihir 
three-year period. 

This three-pronged alliance with 
Intel apparently "validates" Xircom, 
according to Gates, who claimed that | 
anytime Intel puts its hands on 
technology, this is tantamount to < 
dating it. as well as the company or the ct 
panies supplying that technology. 


Computer vision syndrome studied 

A "Survey of Opiomelri.sis Concerning Putienis Who 
Work on Compuiers" from the American Optometric 
Association, said 86 million eye exams were conducted 
for prescriptive lenses in 1995, compared to 70 million 
in 1992- A notable 15 million people sought help for 
computer-related eye problems in 1995, compared to 10 
million in 1992. Symptoms reported by computer users 
and claimed to be associated with computer use includ- 
ed "headaches, blurry vision, tired or burning eyes, as 
well as other symptoms." 

Related data from 1994. from the U.S. National 
Institute of Occupational Safely and Health (NIOSH) 
indicated that 88 per cent of computer users experienced 
computer-related eyestrain. Various remedies are pro- 
posed. including fillers or coatings on lenses, but most 
doctors believe further research into causes and cures 
for computer vision .syndrome are needed. 


Novell aims offering at small business 


Novell Inc. has announced its IntranelWare for Small 
Business, which includes user-ba.sed licensing that the 
company says will reduce costs 
I for small business. 

I The pricing system lets 
I InlranetWare for Small Business 
I customers buy the product in 
I small increments and add indi- 
I vidual users as their businesses 
I grow. The offering is aimed at 
I businesses with 25 or fewer 




Novell 

server plus five-i 


The product provides such 
network services as: software 
installation, network manage- 
ment and administration capabil- 
ities, The list price is $1,250 for a 
licence. The list price for an addi- 
ce is $90. 


Contact: The Editor 


Canaiiian Computer Wholesalerwelcomes your 
opinions on current issues in the market, plus 
your feedback on our publication. 

We welcome your ideas regarding news 
and feature topics for Canadian Computer 
Wholesaler. Feel free to contact the editors 
directly with your suggestions. 

We'd like to hear your feedback and 
suggestions on our Test Labs reviews section. 


Please write: 

The Editor: Canadian Computer Wholesaler 

408 - 98 Atlantic Ave., Toronto, Ontario M6K 3J8 

Fax: (416) 588-8574 

E-mail: ccw@tcp.ca 

Editor: Grace Casselman 

Call; (4031 262-7890 

Fax: (4031262-7892 E-mail: gracec@netcom.ca 
Toronto Editor: Jeff Evans 
Call: 1416) 535-8404 

Fax: (416)588-8574 E-mail: jeff@tcpon.com 

Contact: Steve Halinda 
Cail:(416) 535-8404 
Fax: (416) 588-8574 
E-mail: steve@tcpon.com 





Telephone 


l613Vn3-311t wp-A-m 


|Sa4)Z7S-2811 u>.M. 



EH 



Cifiadlin NaleboDk 

EQ 

(604) 876-5518 


err CoimirMian 

(418) 860-QllG 

lil 

IS141 345-0911 


CoinMx 

1804)273-8088 'w.'WMm 


)-800-297-5505 ““ 

fsosTMO-iasg 

pci ECJ 

(506)470-3870 Mr.nnwvPCiVfMcssi 

"-MO-dL^'ca” 




SiSW'-T.., 


1905)479-9696 



|rij 


|S)36^“8»"^''''- 

EQ 

1-800-668-3450 flrpjwm iunnoecni cj 

Lapto IMarkating 

1604)244-7798 m.* 


1-868-218-49M 


i9o^Mo“5r^'^r*- 


1905)712-9464 m. 


i-'M"27B-294T“‘”’ 

1-888-737-6648 

fcy 

Pro-Data 

1-800-567-3274 

U1 

(905) 940-3827 im./m 


(9051 940-2600 

DU 

SamSDn 

(9051 940-3800 

ES 

1 -flnii-7Hll-7S7S 

SDMS 

1-800-677-SDMS «wiw 

m 

Stiaqi 

(9051 890-2100 

EB 

S™.se7 



(6041 279-0320 


Tofnkan Computer Supplii 

(9051625-9889 


(6041279-9963 
1-900-881-2299 MU 

tJsi 

Vutac Inc. 

(9051238-3057 

til 

Wang Taann Campiitats 

19051764-0916 


While Knight Distributing 

1-300-858-5188 

L£J 


|. §00.952-5039 


rtrto/Wwwt 


March 1997 WHOLESALER 9 




INDUSTRY FLASH 



inter BQpen FUJITSU 


Eniov thp 


stop 

shopping! 

i‘))AYjKK TfpjsTEff (^Seagate 


Please call Elco Systems at 

Toronto (90S) 47a-7301 Ottawa (613) 746-8227 
Vancouver (604) 303-0206 Montreal (S14) 333-6538 


;S deep as some expected, but left 


Intel price cuts are smaller than expected 

(NB) — Wiih ihe sale of MMX chips soaring. MMX PCs hitting the market 
strong, its stock price at an all-time high and still climbing, and all of Wall 
Street singing its praises, Intel Corp, is showing its muscle by not cutting prices 
as much as most analysts expected. 

Intel did announce sonte cuts, 
unchanged the prices on the higher end 
Pentium Pro. and harely reduced the price 
of Ihe top-end Pentium chip. 

It has been standard for chip makers 
that introduce new products to cut the 
price of their previous offerings. In 
bucking this trend. Intel is trying to 
hold the line against this standard 
price-cutting policy. In its pricing 
announcement, Intel said l66MHz 
Pentium Pro and 200MHz Pentium 
Pro chip prices would remain 
unchanged. All prices announced 
are in 1,000-unii quantities. 

The company said its 
l.\3MHz Pentium Pro has been 
reduced to US$1.34. down from 
around the US$180 level that it 
has been selling for. This is a decline 
of around .34 per cent. 

In the Pentium chip line. Intel said it has not changed the price 
on the lOOMHz Pentium, which ha.s been selling for US$106. It did reduce 
the price of the 150MH2 Pentium, from US$229 to US$161. over a 40 per 
cent reduction. The 2(>0MHz Pentium was reduced only slightly, from 
US$509 to U.SS498. In contrast, the 200MHz MMX Pentium sells for 
US$539, 



BAPCo adds battery-life benchmark notebooks 

Santa Clara. Calif.-based BAPCo (The Business Applications Performance 
Corp.), has announced SYSmark.32 for Battery Life, a benchmarking soft- 
ware title that claims to be "the First benchmark that uses real-world 
Windows 95 applications to measure battery-life performance for notebook 
computers." 

Variables such as screen brightness settings, frequency of hard drive 
and lloppy drive access, keyboard activity, and power saving during brief 
periods of inactivity, all can make reli- 
ably battery benchmarking difficult. The 
SYSmark32 for Battery Life benchmark 
measures battery life in simulated ‘real- 
world’ user environments. Benchmark scripts include delays to account for 
typing lime and ‘think time.’ as recorded in actual studies of notebook user 
behavior. The benchmark product comes with a photocell sensor to mea- 
sure the brightness of the notebook screen, to detect whether the intensity 
of the screen images would actually result in a readable display. As well, a 
mechanical actuator device presses keys in synchronization to the applica- 
tion scripts, to allow accurate, automated simulation of human keyboard 
usage. 

"For the First lime, resellers, testing labs and large-scale buyers can 
measure battery performance for notebooks based on how the average user 
runs popular Windows 95 applications. OEMs can use Ihe benchmark as a 
tool to improve battery life," said a statement from BAPCo. The full 
SYSmark32 for Battery Life package, which includes the photocell sensor 
and keyboard actuator, is US$995. M 
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CaptureTV M230- 

PCi VGA/TV/CAPTUR( oll-in-one cord 

VideoCap C210- 

PCI fvll-motion video copture cord 

VideoCap C210-2- 

PCI video conUrencing kits-Cord/CCD/Softwore 

VideoCap VC264VT2-2- 

PCI ATI VGA * CCD + Copture + Software 

V-264VT2- 

ATI 264VT2 2MB EDO VGA cord 

V-264GT2- 

ATI 3D RAGEII 2/4 MB SGRAM PC2TV VGA cord 


INFRARED NETWORKING 



IRnet IR610- 

Fost Iflfrored-lo-lAN Access Point 

IR210- 

Serial Infrared Adapter 

IR410- 

Fasl Inirored Upgrade Kit 

PS-650* 

Ethernet Print Server|)O6T/]0B2) 




P6F40-BS 

Pentium Pro FX 


P5H30-/WS 

Pentium HX/SCSI 


LINKUP 

TECHNOLOGY INC. 

Distribute Reliabie TekrAm Products... 

TKCHNOLOGV 

Here come the motherboards. Storage controllers, 
TV/Video Cards, Infrared Networking and CD-ROM Servers. 

MothGrbOQrds AI Tokrom metlwriHMnls com witli a fint ytor SWAP 
footwo iiidiHied k o tvro-yoar wrarroaty. 


P6F40-A4 

Pentium Pro FX ATX 


P5V30-B4-PS, Intel® VX Chipset, 2S6K PL, Award true PnP flash BIOS, MMX Reody 
P5V30-B42-PS, Intel® VX Chipset, 512K PL, 2x DIMM sockets, Award true PnP Hash BIOS, MMX Ready 
P5H30-WS-P5, lntel®HX Chipset, 5I2K PL, Adaptec® 7880 Ultra Wide SCSI 3 on-boord, MMX Ready 
P5H30-A4-P5, Intel® HX MARL, 256K PL, AMI flosh BIOS, Software power ON/OFF 
P5H30-A42-P5, Intel® HX MARL2, 512K PL, AMI Hash BIOS, USB, Soflwoie power ON/OFF, MMX Ready 
P6F40-B5-P6, Intel® fX Chipset, Stepping voltoge regulolor lor future CPU 
P6F40-A4-P6, Intel® FX VENUS, Stepping volinge regulator lor future CPU, soflwore power ON/OFF 
P6F40- WS-P6, Intel® FX Chipset, Adaptec® 7880 Ultra Wide SCSI 3 on-beard, ATX 
P6F40K-A5-P6, Intel Oval Slots PENTIUM 11®, FX Chipset, ATX 

At Linkup, we believe a soctessful dealer is the one with satisfied <ustomers. 
CALL US TODAY FOR PRODUCT AND DEALER SUPPORT PROGRAM; 


Toronto 

linkUp Technology Inc. 

722 Gordon Bakerllood, 

North York, Onlorio M2H 3B4 
•Voice: 1-416-499-4707 

• Fox: 1-416-499-6103 

• etnoil: soles®llnkup.on.ca 

• Web: www.linkup.on.ca 

•TOLL FREE HOTLINE: 1-888-218-4968 


LINKUP 


VoncDuver 
CNS Technologies 
369, W. Broadway 
Voncouver, B.C. V5Y IPB 

• Tel: 1-604-876-5558 

• Fax: 1-604-876-2255 


Montreol 

765, rue Jerry ouest, suite 201 

Montreal, Quebec FI3N IG7 

•Tel:l-5I4-27T-4I50 

•Fox: ]-5l4.217-fl7S5 

•TOLL FREE HOT UNL- 1-888-453-9866 


CANADA WATCH 



Comtronic has rolled out 
videoconferencing package 

Comtronic has introduced its ExpertColor 
DVC36I0 Video Conference Solution, with 
features ranging from PCI 2.1 compatibility 
with plug-and-play feaiurc.s to full duplex 
audio for natural conver.sation (with audio 
card installed). 

The system provides VDOPhone bun- 
dled for Internet, intranet 
and LAN communica- 
tions, According to the 
company, users can place 
a call to, or receive a call 
from any other Internet 
VDOPhone user and 
transmit two-way color 
video and audio over 
14.4 and faster modems. 

The package includes 
a PCI camera interface, a 
color digital camera and 
VDORione Internet Telephony. 

Suggested retail price is $399. 


U.S. Robotics enhances channel programs In Canada 

U.S. Robotics Network Systems Division, in Burlington, Ont.. has announced a range of reseller 
support services and programs. 

The Gold Systems Partner program is available to resellers who sell the enterprise 
systems product line. This is aimed at VARs who can deliver what the company calls 
"sophisticated custom solutions with fuil support and installation.” The sales quota is 
$100,000 per year, and there are requirements as to staffing and expertise. The benefits 
of belonging to the program include: dedicated channel marketing reps, qualified leads 
and demo equipment, monthly information packages, product literature, and on-site sales 
and product training. 

The Team Access Provider program is for resellers of branch office products and has no 
quota requirements. It offers a 50 per cent discount on demo units, and provides market devel- 
opment funds, incentive programs, pre-sales technical support, channel reps and Partners In 
Profit training. 

The enterprise systems distributors are: Westcom, EMJ and Access Graphics. Branch office 
distributors are: Ingram, Merisel, Globelle and MultiMicro. 



IBM buys rest of Polar Bear 

(NB) — IBM Corp. subsidiary IBM Canada 
Ltd. has bought the 49 per cent of Polar 
Bear Software Corp. that it did not already 
own. Financial terms of the deal were not 
disclosed. 

IBM Canada first pur- 
chased 51 per cent of Polar 
Bear, a computer-training firm 
based in Winnipeg, in 1992. 
IBM announced that purchase 
at the same time as it turned it.s 
existing education busine.ss 
into a separate subsidiary. 
Skill Dynamics Canada. 

Polar Bear Software will 
remain a separate company for 
the time being at least. 

The company produces multilingual course- 
and training programs. 


OataTrain PCs boast flexibility 

Richmond. B.C.’s ServiceWorks Distribution 
Inc. says its new line of DataTrain DCP-706 
desktop and 707 mid-tower PCs offer "com- 
plete flexibility" for configuring the latest in 
PC component technology. 

The systems are powered by Intel’s 
430VX chipset (75MHz to 200MHz), the sys- 
tems support MMX, EDO RAM and 
Synchronous DRAM memory up to 128MB, 
wireless data transfer through IrDA and 
Universal Serial Bus plug-and-play. They 
also include 
2 5 6 KB 
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Featuring a large 11.3” TFT or 12.1” DSTN with Sharp 
Addressing and an Infrared port for wireless communication. 

Processor is a Pentium 150 Mhz with 16MB EDO Ram, a built in lOx CD ROM, 3.5” Floppy Drive, 
1.4GB Hard Drive, 33.6 Voice/Fax Modem and a Glide Pad Finger Mouse. 

Sharp Electronics is writing the next chapter in notebook computing. 

Introducing the new Sharp PC-9300T and the PC-9300D state-of-the-art, high-performance, 
notebooks — multimedia solutions your customers can depend on. 


We’re looking for resellers to be part of the Sharp Team. Committed to providing value, high 
performance, power and technologies virtually unmatched by the competition. 


Available at: 

Pro-Data Inc. 

6-854 Marion Street 
Winnipeg, MB. R2J 0K4 
Tei: (204) 231-0590 
Fax: (204) 231-0480 



PrnDala 


Pro-Data inc. 
3424-25th Street 
Calgary, AB. T1Y6C1 
Tel: (403) 250-8881 
Fax: (403) 250-7706 


SHARR 

FROM SHARP MINDS 
COME SHARP PRODUCTS' 



16 YE ON THE INDUSTRY 


hy Duvid Ttinuka 


Your PC Will Soon Read Your Paper 

Despite the best hopes of technology enthusiasts and 
environmentalists, this is still a paper-based world; 
and it's time for our computers to deal with that. 


Compuiers were supposed to reduce our 
dependence on paper, but stroll though a typ- 
ical modern workplace and you'll sec the 
paperless office Is still a distant hope. The 
fact is, paper remains one of the most effi- 
cient ways of storing and transmitting infor- 
mation — between humans, that is. 

Wc know 


Software was dcinonstraiing its latest 
TeleFomi forms processing products. The 
San Marcos, Calif.-based company has two 
variations: TeleForm and TeleForm Elite, 
running at approximately USSI.SOO and 
US$5,000. respectively. 

Cardiff says TeleForm can gather forms 


"The main problem is, once the form comes back you've still got to get 
much good at deci- the paper-basBcl information into those back-office computers . " 

phering the bina- 

from a variety of sources, read a variety of 
data types, and then plug the data into a 
spreadsheet or databicse. If you think of the 
many ways that information comes into an 
organization — regular mail. E-mail or faxes, 
for example — Cardiff is aiming to manage 
them all. To process the data, the TeleForm 
products use a Tri-CR recognition engine, 
which has an optical character recognition 
(OCR) function along with ICR. which refers 
to the ability to interpret hand-printed charac- 
ters, and OMR which refers to the ability to 
interpret check marks, etc., in multiple choice 
forms. The program will store parts of a form 
— a signature, for example, as a bitmap 
image, and also read standard and secure bar 


n magnetic media unaided, so we've 
demanded that the computer learn to better 
deal with our preferred medium — paper and 
ink. Banks, insurance companies and govern- 
ments are some of the most highly computer- 
ized organizations, but they .still rely on lots 
of paper form.s. Why? Because of the human 

When IT-truined professionals conduct 
business with each other, they can dispense 
with paper and go right to EDI. But if you're 
an insurance company that has to send claim 
forms to people who may never have sat in 
front of a computer, paper is still the medium 
most people know how to deal with. 

The main problem is, once the form 
comes buck you've still got to get the paper- 
based information into those back-office 
compuiers. When you think of the number of 
charge card slips or insurance claim forms 
that have to be processed each day. it's not 
surprising that these industries are always 
intere.sied in the advances in document imag- 
ing. optical character recogni- 


A Super Barcode From PARC 

And speaking of barcodes. Xerox Corp.'s 
I'oundry of great technologies, the Palo Alto 
Research Center, or PARC, has been working 
on an intriguing variation of machine-read- 


way represent O’s and those going the other 
way represent I's — and voila, you have the 
ba.sics of digital data. Glyphs don't have to 
take any particular shape, as Scott Frame, 
vice-president of Xerox's Office Document 
products division, showed during his keynote 
address at Comdex PacRim. A document 
which to us 
would look like 
text and graphic.s 
could, at the 
same time, contain glyphs — in the logo for 
example — that would provide digital infor- 
mation for a computer. 

Later, when I was discussing the idea of 
glyphs with some graphic arts people, one 
person wondered aloud if we might one day 
be able to send a fax of a corrected picture to 
a printer and have the actual graphic file 
embedded in the fax image with glyphs. That 
might not be too fanciful. Frame said color 
information, stored as glyphs within a black 
and white fax, could give instructions for a 
color-capable (and glyph-aware) printer or 
photocopier to output the file in full color. 

And it may well be the ability to store 
instructions, not just data, that will give peo- 
ple a reason to clamor toward glyph-based 
products. It's not unusual in a large corpora- 
tion to have a large printing job prtiduced in 
batches at more than one printing centre. 
Frame said the instructions on how to coordi- 
nate the job or handle each page could be 
embedded within the pages themselves: fold- 
ing instructions or duplex 


lion, and forms management. “If barCOdeS are S VdCUUm tube-level technology, ffien the priming. 

Even small businesses and “ ~ ~ 

individuals are seeking relief 
from the orgy of paper, as the recent success 
of products like the Visioneer PaperPort 
would indicate. However it's the big need 
that's driving development — and it's at the 
high-end that you see interesting products 
emerging. 

At the Comdcx/PacRim trade show held 
recently in Vancouver, for example. Cardiff 
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DataGlyph is an integrated circuit. " 

able marks on a page. It calls the technology 
a DataGlyph or glyph. The be.sl analogy 1 can 
draw is that if barcodes are a vacuum tube- 
level technology, then the DataGlyph is an 
integrated circuit. 

The DataGlyph embeds digital informa- 
tion on a printed page through a schema of 
diagonal hatch marks. Hatch marks going one 


The instructions on how 
to collate and assemble the 
final document could also reside as glyph 
information that the collating and binding 
machinery would read. ™ 

David Tanaka i.t a Vaiwouver-hased jounialial 
specializing in high technology, and is News 
Editor of The Computer Paper. He can be 
reached at davidQv.tcp.ca. 



YOUR ONE-STOP SOURCE! 


Broad Selection • Competitive Prices • Brand Names 



Best Pentium Notebook. Apr. 1995. 


SCEPTRE SOUNDX 54000: 

" This system was a great performer on 
our tests, garnering the round ups highest 
graphics and processor scores." jart. 21, 1997. 


• 12.1’’TFTor 11.3" DSTN 

• 100, 133, 150 MHz Processor 

• Standard 72-pin DIMM EDO RAM 

• 1.0, 1.3 or 2.1 GB Hard Drive 

• 128-Bit Graphics Accelerator 


sounox" 

SCcPTRc 






ACBR <t ASUS 

ABIT 

Perlium 75-200 MHz 


lAimintJ.IM 1 

SONY nnsMniG 

Mulllmedis case with Video 
In/out jack built-in speakers 
Double speed, quad speed 
CD Dnves; Sound Blaster 
sound card: speakers 


Dealers 

Wanted 



Quantum 


WESTERN DIGITAL 

M^^Or TOSHIBA 

/^Seagate 

2.5" 8. 3.5": 540MB -3 GB 





^ Kms 

Tower or desktop cases 
with power supply 
ATX Cases available 





Black Available 


SCePTRS 

14",15",17",21" 

SVGA Color 
Low Radiation 
Byte Magazine 
"Best Buy’ 

(BTCSI!^ — 





LITEWJI 

B Key Tronic ‘Tf.excfi 
101 Enhanced keyboard 
Windows 95 keyboard 



ipil WlN'MOtSli 

^ ™ PRETEC 


^ LAPRO Marketing Corp. 

120-3771 JACOM0S ROAD, RICHMOND, B.C. V6V 2M5 TEL: (604) 231-1628 FAX: (604) 231-1626 
Web Sile:htt[i//www.laprD.com 




Big Players Dominate Canadian Software Market 

by Leslie Arrand and Margery Leach 


The Canadian independent software indus- 
try is a growing and dynamic sector of our 
economy. Canadian software companies are 
showing no fear in competing with the "big 
players," and they continue to prove that 
they possess the drive and know-how to 
succeed both locally and globally, 

Branham Group Inc. monitors the major 
trends and dramatic shifts in the industry. 
Employing our BranhainSOO database of the 
top 500 independent Canadian software and 
services companies, we track the top 400 soft- 
ware developers and the lop 100 professional 
service providers in Canada. In a recent indus- 
try analysis of the lop 100 independent 
Canadian software developers (based on their 
total revenues in 1996). we have noted several 



significant trends, three of which are high- 
lighted here. One is the laige discrepancy of 
earnings between the top earning companies 
and the rest: the second is the large majority of 
Canadian software companies that arc private- 
ly held; and the third is the growth in employ- 
ment in the Canadian software industry. 

The top five companies generate more 
than 50 per cent of the total worldwide rev- 
enue of the top 100. The top 10 generate 65 
per cent of the total revenue. To illustrate 
the enormous chasm between Canada’s 


Private Versus Public Ownersiyp Amung 
Tha Ino I no SottwarR ConuMries Eanadu 



most successful software companies and 
the rest, the top company generates more 
than S400 million; while the lOOth-largest 
company generaie.s just under S2 million. 
Yet, our lop companies employ only 1 8 per 
cent of the employees. The earning ratio per 
employee for our top companies is much 
higher than that of the smaller companie.s. 
The average earning ratio per employee is 
about $100,000 overall, while the top earn- 
ers can reach as high as $400,000 or more 
per employee. Almost 80 per cent of the 
software companies are privately held. 

While most sectors of the Canadian 
and international economies have experi- 
enced significant downsizing during the 
1990s. the software sector has experienced 
employment gains. During 1996, the lop 
400 Canadian software developers' employ- 
ment rale rose by 25 per cent. Clearly, this is 
one sector that is poised for continued 
growth and success in the global economy. 

Leslie Arnmd and Margery Leach are consul- 
lams as The Branham Croup Inc., in Ollcnva 
— an intemalional marketing and manage- 
ment consulting firm with a stated commit- 
ment to: "Delivering Competitive Advantage 
to the IT Industry. " Phone (613) 720-2955, 
e.xt. 215; or fax: 6I3-720-03IS. 



Voice Your Opinion! 

Reader Poll 

Recently we asked our readers about Windows 
CE and the impact that would have on the 
handheld computer market. Our respondents 
indicated they have at least some optimism 
about the future of the new Windows CE-ba.sed 
systems. 


WHAT YOU SAID: 


Do you expect the oew tiandhelil computefs coming onto 

• ee very hot SEllBPS. 17% 

• Have come sttractiun lor certain uem'e. 75% 

• Plot have much appeal. 8 % 

This issue: 

Intel Corp. has been actively pushing its new 
MMX microprocessor technology, which it 
says will bcx3si the performance of multimedia 
applications and encourage more development 
on that front. The technology promises to sup- 
port full-motion video, 2-D and 3-D graphics, 
image processing and manipulation, audio and 
.speech synthesis, videoconferencing and real- 
time animation. Intel has predicted all new PCs 
will cany MMX technology by 1998. 

Our question to you: 
in the light of Intel’s enthusiasm about its 
MMX technology and the role that will play in 
driving the development of new multimedia 
applications, which most accurately reflects 
your view on the technology? 

I I I’m very optimistic that MMX will drive 
new development; and increased opportu- 
nity for new sales, 

I I MMX will have some appeal a.s people 
look to upgrade their systems. 

I I I don't predict the arrival of MMX will 
have any marked impact on additional 
hardware or software sales. 

Send your responses, and comments, by fax, to: 

(604) 608-2686 

or log into our Web site 

http://www.ccwmag.coni 

E-mail; ccw@tcp.ca 
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CONFERENCE & EXPOSITION 


April 15-17, 1997 

Metro Toronto Convention Centre, Toronto, Ontario 




YEAR 2000 
ISSUES AND 
ANSWERS 


Event Co-Sponsors: 

CIO Canada • CIPS • Canadian Computer Wholesaler • Compuware Corp. • 
ComputerWorld Canada • Data Dimensions, Inc. • FIELDEX • Hyperion Software • 
InfoWorid Canada • Laurentian Technomedia, Inc • Lawson Software • PeopleSoft, I 
Popkin Software & Systems, Inc. • PowerCerv Co^. • SAP Canada Inc. • UNISYS 


For A FREE Conference Brochure, Call (508) 470-3880 or 
Visit Us on the WWW at http;//www.DCIexpo.coni n 6 A w E 0 0 1 







MOTEBOOKS 


The Canadian 
Notebnnk Mapket — 

Worth Watching In 1997 


Ever since ihe upstart Compaq company introduced its luggable' 
portable computer in 1984, the mobile computing field has had a 
cachet ihat set it apart from the desktop PC. The need to squeeze high 
performance into an impossibly liny case has made notebook comput- 
er designers the most avid exponents of leading edge — and ‘bleeding 
edge' — digital technology. 

Notebooks constantly push Ihe technology envelope, and the result 
has typically meant higher prices (compared to desktop models), higher 
dealer margins, faster obsolescence, and higher customer expectations. 



Looking Back 

According to Bill Gates in his keynote address at the 1 996 Comdex in 
Las Vegas, last year saw the greatest progress in personal computing 
technology since the invention of the PC, This was especially apparent 
in notebooks. During 1996. low-power consumption Pentium proces- 
sors became common, then became cheap and faster, and ended by 
completely displacing the 486 chip. The standard RAM in a notebook 
jumped I'rom 4MB. to SMB. to 16MB. The standard hard drive capac- 
ity Jumped from around 35(1MB to about IGB. Screens went from 
around nine-inch to 12-inch; the market for monochrome screens faded 
10 black, and active-matrix screens became common, and much cheap- 
er. Graphics displays with SVGA and even XGA resolution 
(800 by 6(K) and 1024 by 768 pixels respectively) and 
color palettes of 16.7 million colors began to 
appear in large numbers. CD-ROM 
drives, either external, or more 
commonly, iniemal. became 
much more common, and 
increased in speed from 2X (300 
KB/sec) to 8X (1.2 MB/sec) and 
faster. In short, the average note- 
book made a large leap from a lim- 
ited-function ‘second computer' to 
a full-featured multimedia-ready 
‘desktop replacement’ computer. 

According to some industry 
analysts, notebook sales grew 10 
to 15 percent over 1995. and to 
some extent, notebook sales 
cannibalized some desk- 
top PC sales, as 
increasing num- 
bers of PC owners 
opted for a power- 
ful notebook over a 
desktop PC. 


The Winners And The Losers 

The big notebook market share winner in 1996 was Toshiba of Canada 
Ltd., which claimed its market share grew from the low 20s lo 32 per 
cent, making it by far the dominant player in Canada. 

A surprising loser was Apple, one of the traditional ‘Big Four’ of 
notebook vendors in many recent years. Its .share of the Canadian note- 
book marite! may have dropped below six per cent. As well, many of 
the smaller 'clone' vendors felt Ihe pressure as a few big brand names 
took most of the new growth, although one clone notebook maker — 
Eurocom. moved into the top 10 Canadian notebook suppliers lisc- 

According to published Iniemaiional Data Corp. (Canada) Lid. 
data, for the first nine months of 1996. IBM and Compaq were the 'Big 
Three' in Ihe notebook market, with 24.6 per cent [compared lo AC 
Neilson figures (which measures retails sales) for all of 1996 which 
claimed Toshiba had 32 per cent], 17.7 per cent and 11.2 per cent 
respectively. Next were NEC. with a very .solid 8.8 per cent, and 
Apple, with a disappointing 5.9 per cent. 

AST. Zenilh, Dell und Eurocom ranged from 4.6 per cent to 2.3 
per cent, while all other vendors fought for the remaining 1 9.2 per cenl 
of the market. According to IDC. about 213.000 notebooks were sold 
in Canada during the first three quarters of 1996. 

Looking Ahead 

According to representatives of leading notebook vendors, some antic- 
ipated trends in 1997 arc clear. 

First, the strongest competitive advtmtage of any brand is a reputa- 
tion for reliability- As more notebook users decide to ‘buy up’ lo a mul- 
timedia notebook that is their 'only PC," replacing the former desktop 
unit, the notebook becomes absolutely ‘mission-critical.'The system has 
to work, and if for any reason it goes down, a replacement unit has to be 
available, while the original unit is serviced. 

Masl software now comes on a CD-ROM, so it will increasingly be 
normal to have a CD drive with every notebook. Modular slorage bay.s, 
which the user can access to swap a CD drive with a floppy drive, or even 
a spare hiud drive or a second battery, are becoming increa.singly popular. 
As fiat screens become larger, the need for a 14-inch or 15-inch aliemaiive 
monilor on the office desktop is less important, and many notebook own- 
ers are foregoing the cast of an external monitor. 16MB of RAM is the min- 
imum standard, and will likely jump to 32MB by the end of 1997. 

There is a surprising demand for Windows NT on notebooks (surpris- 
ing to Microsoft, anyway, as it has failed to prepare Ihe plug-and-play 
features and power management features for NT that would have made 
that operating system well suited Co mobile computing). As a stop-gap. 
some vendor.s are rushing their own proprietary fixes for this short- 
coming to market, but expect Microsoft to get the NT-nolebook puz- 
zle sorted out by the end of the year. 
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NOTEBOOKS 


Pon^siocr 


Ulira-ponable notebooks now come in two Havors: the tradition- 
al small footprint ultra-portable, and a large fooiprinl ultra-portable 
with a big screen and big keyboard, but with ulira-tbinness. MMX is 
anticipated to become the norm by the end of the year. 

Docking Stations And Port Replicators 

One of the enduring disadvantages of a notebook is limited 
expandability options. Aside from the typical two PC Card slots, 
there's no unu.sed internal space. On the road, this is u.suaily 
so important; most notebooks either have an integral modem 
the user can sacrifice a slot for a PC Card modem. Even if oni 
needs to use a portable printer, most notebooks have integni 
parallel and serial ports. Back in the office, though, the lack 
of expansion slots for such things as SCSI cards (to connect 
to a scanner or an external tape drive or mass storage 
device for example) or network interface cards (NICs) is 
major drawback. So, most notebook makers offer port replicators or 
docking bay.s to improve connectivity and expandability. According to 
representatives from the name-brand notebook companies, less than 25 
per cent of notebook buyers use these devices. The increasing popular- 
ity of modular drive bays inside notebook cases allows users to swap 
multiple hard drives and other devices without the need for permanent- 
ly occupying expansion slots or drive bays. Also, more and more fea- 
tures (sound, IR. network cards. MPEG video and high quality graph- 
ics) are built onto the notebook motherboard, eliminating the more 
obvious occasions for expansion by most users. 

CE, Or Not CE? 

The new wave of handheld computers, led by the Microsoft Windows 
CE platform which debuted in the fall of 1996, may possibly challenge 
the notebook maritel, but most observers believe that handhelds serve 
fundamentally different u.scr needs than notebooks. 

New versions of the U.S. Robotics Pilot, the Apple Newton, and 
other small info gadgets from Casio. HP and Sharp may proliferate as 
their ability to handle E-mail and other telecom tasks matures, but they 
will still have to go a long way in usability and features to di.splace a 
full-function notebook computer. 

The Contenders 

A handful of companies dominated the notebook market in 1996. and 
their products and marketing efforts will determine the opportunities 
for notebook resellers in 1997. Here is a roundup of some of the cur- 
rent leaders and their main products: 

Toshiba of Canada Information Systems Croup 

According to ACNeilsen’s Cunadkm PC Pool Shipment Reprints for 
1 996. Toshiba was the leading Canadian notebook vendor, with 32 per 
cent of market share (IDC figures for the first nine months of 1996 
gave a .share of 24.6 per cent). To.shiba was also the leading notebook 
vendor worldwide. 

Toshiba has a wide notebook pntduct line, covering every category 
(business/consumer, desktop rcplacemeni/niid-range/entry-levcl/ultra- 
pnrtablc). Toshiba has regularly refreshed its line with new slate of the 
art models, avoiding the obsolescence trap of many of its eompeiiiors. 
On Jan. 8 for instance, Toshiba released the Teem 740 CDT, a 166MHz 
MMX Peniium-ba.sed multimedia notebook, with a 2.1GB hard drive, a 
lOX CD-ROM, and a 13. 3-inch TFT .screen. The Toshiba Portege 660 
CDT is the latest model in the most popular line of ultra-portables on the 
Canadian market. The 660 CDT is the first uitra-ponable with an inter- 
nal CD-ROM drive, and at 5.5 pounds, offers full multimedia features. 
The Satellite line of entry-level notelxioks has also moved to include 
multimedia features us standard, with the Satellite 200 CDS. 


According to Pam Olivier, marketing manager for To.shiba, 
To.shtba's motto. ‘Tough Enough For Today's World,” is believed and 
valued by customers, and the company's reputation for reliability and 
lower true cost of ownership has won it a disproportionate 
share of the notebook market’s recent growth. 
According to Olivier. Toshiba hopes that its succes.s 
will continue into 1997, as the company aggressively 
improves its offerings, and aims for a 1997 market- 
share of up to 38 per cent. 



IBM Canada Ltd. 

Big Blue came off a 1996 market that saw its Canadian 
ThinkPad salesjump by nearly 85 percent, keeping it in 
a strong Number Two position. The company had several 
innovative products, including the ThinkPad 560. an 
extremely slim, lightweight model with a huge screen which 
sold extremely well. Most of IBM’s success has been up at the high- 
end of the computing market, with product like the ThinkPad 760 fam- 
ily, which long with the lop-of-lhe-line Toshiba models are known as 
the best desklop/niullimedia power notebooks on the market. 

Compaq Canada Inc. 

Ironically for a company that began by virtually inventing mobile 
computing tor the business market, Compaq lost its top position in the 
notebook market years ago (though it i.s by far the leading business 
desktop PC vendor in Canada). 

However, the company has slated its intention to increase its mar- 
ket-share with two lines of notebooks: the Armada line of modular, 
value-priced computers (the Armada 1100 starts with a list price of 



Produced by: E-Tech Canada Ltd, 7725 Birchmount Road, Unit 4, 
Markham, Ontario L3R 9X3 Tel: (905) 479-9696 
Fax; (905) 479-9582 Internet: bttp:/(www.etecfi-eanada.c( 
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AST Canada Inc. 

AST's Asceiuia line of notebooks is aimed ai customers who want 
high price/pcrformance value. In late 1996. AST introduced the 
Ascenlia PSO mitdcl, with a 133 MHz processor, a 6X CD-ROM. 24 
MB RAM and a 12. 1 -inch TFT .screen. 

Due lu continuing financial troubles in the U.S. market. Samsung, 
the Korean company which had invested in AST, expanded its control 
over AST'.s operations. After years as Canada's biggest PC success 
story, AST seems in store for some major changes. The effect on its 
position in the notebook market remains to be seen. 


Eurocom 

Nepean. Ont. -based Eurocom. a Canadian manufacturer of notebooks, 
was a surprise winner in the 1996 market, breaking into the lop 10 
Canadian notebook vendors. On Jan. 29. Eurocom announced its model 
62(K> Super Notebook, based on a 2l)0MHz MMX Pentium processor. 

Eurocom's president Mark Bialic said: "Eurocom had Intel's 
MMX technology in mind when we developed ihe 62(X), We had the 
framework to support MMX even before Intel had completed devel- 
opment of the pittcessor." Other features include MPEG-I decoding. 
NTSC line out, and an 8X CD-ROM drive. A model 7200 Super 
Notebook, with a 14. l-inch TFT screen, an I IX CD-ROM and second 
hard drive is expected later in 1 997. According to Eurocom, the company 
is lixiking for additional dealers to handle the rapidly increasing 
demand for its products. 


$2,096) iind ihe LTE 5(K) family. The lop-of-ihe-line Armada features a 
12,2-inch screen, a 1. 4GB hard drive and a 133M1-I/ Pentium processor. 

According to Compaq Canada, the company's notebook business 
has gntwn in step with Ihe expanding noiebook market. Compaq 
refrained from announcing an MMX model in January 
1997. as it preferred to wail until the supplies 
of MMX chips would allow it to 1111 orders reli- 
ably. With more than .3.100 marketing partners 
across the country, Compaq has both Ihe channel 
strength and the product range to fight hard for 
the Number Two spot in 1997. 

NEC Technologies Canada 

NEC became a major player in the notebook market 
a few years ago with its Versa line of notebooks, 
which, like Toshiba, covers a wide spectrum of configu- 
rations. The company gained a great deal of ailcniion about 
two years ago. when it announced it would focus on high-quality, but 
alTordable TFT displays, at a time when TFT offerings from other ven- 
dors were significantly higher in cost than DSTN screens. NEC has 
quickly gained market-share, with a very attractively designed and 
highly featured product line, and is largely to be credited with knock- 
ing Apple out of fourth place. 

On Feb. 12. NEC announced a 'nexi-geiieration' line of value 
Versa nmcbtxik computers, aimed at taking an even larger part of the 
mainstream market. The new Versa 2500 series is based on the 
Pentium I33MH7. chip, and features 256 KB Level 2 cache, a PCI bus. 
a 12.1-inch DSTN color screen, optional 8X CD-ROM drive, a 
I.OSGB hiird drive and 16MB RAM standard, MPEG video, 16-bit 
sound, stereo speakers, microphone, and two PC card slots. Street 
prices Stan at $2,999. 


Apple Canada Inc. 

Apple's manifold imubles in 1996 atu^icied a great deal of media aiien- 
lion, and one ol'thc surprisingly dilllcuh sectors for die company was the 
notetxKik market. Despite having whal can be argued to be the mosl pleas- 
ant and usable operating system, and the best ergonomic designs. Apple's 
PowerBook line seemed unable to keep up with the rale ol' improvement 
on the Windows/Iniel platform, and became seriously dated. 

Apple claimed production problems made it unable to till back-orders 
on the existing product models. TIk relatively uivial incident of a couple 
of PowcrBix'ks overheating at an Apple facility was magnilled into 
'exploding PowerBook' legends. Fortunately, in ilie first quarter of 
1997. we should see some early evidence of the hoped-for Apple 
turnaround in the release of a new line of Apple PowerBiniks. 
which promise to be among the most powerful mobile computers on 
Ihe market. 

The new PowerBixik 34(XI line will feature PowerPC 603e proces- 
sors running at 180MHz and 240MHz, built-in Elhentet and high-speed 
modem capability, fast bus architecture, PC Card 
expandability, large high resolution screens and fast CD- 
ROM drives. Apple also has odier mobile computing 
products, such as the cMate 300, aimed at the educa- 
tion market, and the Newton MessagePad 2(KM). 

Dell Canada 

Dell's re-entry into the nolebtxik market m the 
last few yeius has literally been a return 
from the dead. Caught by the rapid obsoles- 
cence of its noiebook line several years ago. Dell 
retired from that market, concentrating on desk- 
top PCs. Realizing, however, lhal the noiebook 
market was rapidly expanding, and olfered lucra- 
tive margins, Dell staged a carefully planned atmeback. In 
the short lemi. it OEMed AST notebixtks and began lu re-establish iLs pres- 
ence in the market. For the longer tenii, it hired the developer of the Apple 
f\>wcrBixik. John Medica, to lead a leant that designed an attractive, lech- 
nically excellent line of Latitude notebooks from the ground up. 
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NOTEBOOKS 


Acer/Texas Instruments 

Acer won some early praise in 1 997 for its AcerNote Nuovo. a premi- 
um desktop replacement notebook, one of the first wave of MMX 
equipped notebooks which appeared in January. In indepen- 
dent tests, the Nuovo displayed excellent battery life, and I 
fast image processing. A major development for Acer was its 
announced purchase of Texas Instrument’s mobile computing 
business. TI. while historically enjoying only a modest mar- 
ket share, had developed a good reputation for high quality, 
rugged products that, while not cheap, were excellent value 
for mobile professionals. How Acer combines both companies' 
notebook product lines, dealer channels and customer bases i 
1997 will determine whether the company moves into the big 
leagues of the Canadian notebook market. 

Hewlett-Packard Canada Ltd. 

HP has built a niche for itself with a line of OmniBook notebooks, 
which offer high performance along with very compact size and high 
quality. HP announced major price drops on its HP Omnibook 5500 
notebook rc line, with street prices for a lOOMHz Pentium model 
with 810MB hard drive and 11.3-inch DSTN screen starting at "well 
under $2,300.” 

Sceptre 

Also known for its monitors, particularly a striking flat screen model, 
Sceptre’s current notebook line includes the model 3900 and 4000 
SoundX CDS. which feature up to l33MHz processors. !GB drives. 



and either 1 1 .3-inch DSTN or 1 2. 1 -inch TFT screens. The 3900 mod- 
els start at a $2,220 street price. 

Sharp Electronics of Canada Ltd. 

Sharp. like Dell, is a company that withdrew from the note- 
book market in the face of extreme competition and fast 
product obsolescence in the early 1990s. However, it has 
n advantage over Dell and most other notebook vendors, 
is a major manufacturer of LCD screens. The 
company has determined that it will re-enter the 
North American market, and hus announced that it 
_ will build manufacturing facilities in the U.S. to 

SrtsmPC-93®r , , . u . I , 

manufacture notebooks on a large scale. 

This month. Sharp i.s launching the PC-9300T and the PC-9300D 
notebooks, starting at $3,900. Features include u 
150MH7. Pentium proccs.sor. 16MB RAM and s 
1.4GB hard drive. “We’re making a statement we’re 
going to be a major contender in the notebook com- 
puter market with these full-featured siarp 
notebooks," said Ron Pucci, regional PC-W100T I 
sales manager, busine.ss systems products 1 

for Sharp. 

A varies of Canadian companies build or 
disirihule notebook computers for the 19.1 
percent ilDC figures) of the Canudkm market n'hich 
not accounted for by the top 10 vendors: 
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Canadian Advanced Industries Ltd. 

The company as.scmbles the Angel notebooks, including a Pentium 
120-based model with an 8X CD-ROM drive, a 1.35GB hard drive and 
16MB RAM, ranging in price from $3,199 to $4. 1 99, and a distinctive 
model 38(K) Performer Plus, which includes a removable LCD back 
panel for overhead projection of computer images. 

KTX 

The KTX 880 (distributed in Canada by Edge Wholesale Ltd.) is a 
slim, 2.9-kg multimedia notebook including; a CD-ROM drive, Pentium 
processors ranging from lOOMHz to l33MHz, a 11, 3-inch DSTN screen 
and a 1.0GB hard drive, fora street price of $2,550. 

Uitinet 

This Tonmlo-based company is a major Canadian PC maker, with a 
line of PVT/M and UIlinoie/CD notebooks, ranging in price from 
$2,177 for an entry-level Pentium 1 00 system, to $3,547 for a Pentium 
166MHz multimedia system. Ullinel notebooks offer a good feature 
set for the price, and are aimed at mobile SOHO customers. 

Computron/HyperData 

HyperDaia was an early leader in the multimedia CD-ROM notebook 
field, and currently offers a line of Pentium notebooks (up to 
1 SOMHzl, with a 1 1 .3-inch DSTN SVGA .screen and a 6X CD-ROM. 
at prices between $2,899 and $3,099. 

Impulse 

This Mississauga. Onl.-based company has often displayed the ability 
to leverage close contacts to Pacific Rim manufacturers to get the most 
current technology for its value-priced line of notebooks. The compa- 
ny has undeigonc a reorganization recently. tM 

Jeff Evan.s is Tonmio Editor of Canadian Computer Wholesaler. He 
can he reached at jeff@lcpon.com. 
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OFFICE SUITES 


Software 



The laie Jackie Gleasnn used lo siari his comedy/varieiy TV show hy 
taking a sip of coffee: then announcing lo his studio and TV audience: 

To justify the play on words, consider; while Gleason may have 
enjoyed his coffee — Java is the latest in office suites. 

But office suites are no laughing matter. Resellers want lo know 
if do-il-all office suites will diminish or enhance their value-added 
opportunities, and if Java suites will jump-start the fledgling network 
computer (NC) industry. 

"Ol'fice suites arc real grab-bags of programs." says Issie 
Rabinovitch. a Toronto-based computer technology consultant. Once a 
company buys an office suite “they have pretty much all the software 
they need even though it may not be best-of-class." 

This means diminished opportunities to sell software such as per- 
sonal information managers, databases, and utilities. 

On the other hand, suites provide resellers with a myriad of 
opportunities. Rabinovitch says. Opportunities include installing and 
customi/.iiig suites for users, implementing roll-outs across large 
workforces, training users, and selling up LANs. WANs or intranets so 
a disparate group of employers can work together. 

Using Visual Basic in Microsoft Office 97, Lotus Script in 
SmarlSuile 97, or creating Java applets for Corel's 
suite, third-party programmers can create custom applications 
for vertical markets. "With a development environment 
shared across Office 97 applications, you can create 
linc-of-business solutions." says Kevin Dube, channel 
keting manager for Microsoft Canada Inc. 

Microsoft's Office pnxJucis command an 85 per cent share of the 
office suite maricel. according to estimates, and Microsoll's Office 
software is one of the company's biggest moneymakers. This makes 
the release of Office 97 Microsoft's most imponam product release 
since Windows 95. 

Microsoft spent millions revamping Ol'fice. making it "the largest 
development at Microsoft other than Windows 95." according to 
Robert Bach, Microsoft's vice-president of marketing, desktop appli- 
cations division. 

Office 97: Fat But Integrated 

Microsoft Office 97 bundles new versions of Word. 

Excel and PowerPoint. Office 97's new Outlook per- 
sonal information management program handles E- 
mail, and lets users keep track of addresses, phone 
numbers and .schedules. 

While Office Professional includes the Access daiabu.se program, 
u Home Essentials package comes with Word 97. Microsoft Works 4.(1, 
Greetings Workshop, Internet Explorer and some games. 

Pan of Office's appeal comes from Imerncl and collaboration 
software that enables employees to work on documents together. 


“Office 97 is the best desktop .suite for managing and creating intranet 
content and working with intranet data." said Dube. 

On the down side. Office 97 is 30 perceni bigger than Office 95. 
But it's not all fat. New features include Office A.ssisianu a sophisti- 
cated help sy.siem that lets users type in plain English help inquiries, 
and improved connections between applications. 

In Outlook, for example, a user can flag E-mail, drag it lo a to-do 
list, or drop it into a calendar. Outlook also enables users to bookmark 
favorite documents — Web pages, Word documents. Excel spread- 
sheets — and launch them in Outlook, rather than switching to and 
opening the application. Outlook also gives users the ability to search 
different documents for information the way they would use a Web 
search engine. 

"It's hard not to like Office 97," says Rabinovitch. "It's not per- 
fect. but it seems to be the path of least resistance, although it's sig- 
nificantly more expensive (than other suites)." 

Lotus SmartSuite: Playing Catch Up 

Purchased lust year by IBM. big things were expected from Loiu.s in 
the battle for suite supremacy. But the company dropped the ball, says 
Rabinovitch. "SmartSuite has been a huge disappoimmem." 

The major application in most suites is the word processor, he 
points out, but it took Lotus three years to turn Ami 
Pro into Word Pro. In addition, there were delays in 
introducing a .32-bit version ol' Lotus 1-2-3. 

And OS/2 users, chomping at ihe bit for a ded- 
icated suite of OS/2 applications, are still chomp- 
ing. However, Marc LeBianc. product manager. Lotus Development 
Canada Ltd., says Lotus is serious about SmartSuite 97 for Windows 
95, and he .says Lotus will have a full 32-bil suite for IBM's OS/2. 
"IBM has provided funding dollars. It will happen," .says l^Blanc. 

LeBianc and Rabinovitch agree that SmartSuite is parlicularly 
well-configured lo conned users to the Imerncl and intranets. 
Documents can be publish lo ihe Web in HTML formal and shared 
over a company's intranet or the Internet. 

LeBianc pointed out that SmartSuite is ideal for organizations 
using Lotus Notes for group collaboration, as it saves files to the Noies 
database environment. And SmartSuite 97's Team Computing fciiiures 
enable users lo share documents and complete joint projects on-line. 

SnianSuiie 97 includes six 32-bil Windows applications: Word Pro. 
Lotus 1-2-3. Approach database, Freelance Graphics. Oiganirer. and 
Lotus ScrcenCam multimedia software. Also included are SmanMasiers. 
customizable templates that suggest looks, styles and outlines for busi- 
ness documents, and Imelligenl Help for step-by-step guidance. 

Corel Puts The Coffee On 

Although Ottawa-based Corel Corp. failed lo persuade a federal tri- 
bunal that the Department of National Defence (DNDl unfairly award- 
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cd a $10 million software contract to Microsoft, the suite wars David 
is claiming it's on its way to becoming Goliath. 

Undaunted by the los.s of the DND contract. Michael Cowplund, 
Corel CEO. told a Comdex/Canada audience last summer he expected 
“to exceed Microsoft suite shipments” and claimed Core! had 50 per 
cent of the new suite market. 

Cowpland also shocked the computer world when he launched 
whui one analyst called “a pre-emptive pricing bomb" meant to explode 
Microsoft Office's supremacy in the corporate market. Rather 
than charging a licence fee per U-ser on an office 
networit. the company charges per server. (A 
company can have anywhere from two to sev- 
eral hundred people on a server.) 

PC Week reported: "Corel hasn't just thrown 
down the gauntlet. It has picked it up and hit 
MicrosoA right where it hurts: in the Olfice." 

But Bill Gates, Microsoft CEO. dismi.ssed 
Cowpland as a “marketer," adding. "He has made some noise up in 
Canada. It has not reached the U.S." 

Indeed, while Corel WordPerfect Suite 7 and Corel Office Pro 7 
have made in-roads in Canada and amongst some OEMs. Corel has put 
the coffee on and is staking its future on a Java-based office suite. 

A pre-beta of Corel Office for Java (available for download from 
hitp://orficeforjava.corel.com) is scheduled to be launched in the sec- 
ond quarter of 191)7. The pre-beta includes WordPerfect for Java. 
Quattro Pro for Java. CorelChart for Java, as well as a new personal 
information manager and E-mail component. 

Describing it as "in rough shape" and "glacial in terms of speed." 
Rabinovitch is sceptical about the impact Office for Java will have. 
However, at least one company is staking a great deal of its potential 
profitability on Corel Office for Java. 

ECG Technologies in Ottawa, licensed Office for Java from Corel 
for USS8 million. The software is to be used as part of ECG's US$40 
million project to provide vertical .software solutions to investment 
professionals, insurance agents, accountants and lawyers, said Todd 
Humphrey, managing director of ECG Technologies. 

The vertical applications, leveraging Office for Java components, 
will run inside Sanga Pages, a pure Java client-server product from 
Sanga International in Burlington, Mass., that enables any Java- 
enabled browser to access applications on the server. 

Applications will run on the CorelVidco NC, Sun Micro.systems' 
JavaStation, IBM's NeiworkStation and other network computers. 

With its Java suite is in pre-beta, Corel is pushing Corel Office 
Professional, which includes WordPerfect 6, (Juattru Pro 6.0, Corel 
Presentations 3.0. CorelFLOW 2business graphics. Sidekick personal infor- 
mation manager. Envoy and DiLshboard, Paradox 5.0 relational daiaba.se. 
GroupWise 4.1 E-mail client, plus 1 0,000 clipart images and I, (XX) fonts. 

The emphasis, once again, is on price. Until March .31. Corel is 
offering a cash-back promotion in North America for customers pur- 
eha.sing Corel Office Professional for Windows 3.1 or Cotel Office 
Professional 7 for Windows 95. 

Corel and Netscape, another Microsoft rival, are also offering cus- 
tomers a suite of integrated productivity applications. Corel has licensed 
Communicator, Netscape's new integrated suite of client software for 
open E-mail, groupware and Web browsing, and will integrate it tightly 
with Corel WordPerfect Suite 8 and Corel Office Professional 8. 

Too Suite For Some? 

Those who feel office suites have too many calories can turn to 
'works' programs — lightweight suites that .still pack a bundle of 
applications. With versions that run on the Macintosh. Windows 3.x 


and Win95 platforms. Claris Works is a tightly-integrated works pro- 
gram that can save end-users money and hard disk space. 

Even Claris has recognized the value of giving users access to the 
'Net. "We've added value to the box," says Nora Hunt-Haft, manag- 
ing director. Claris Canada Inc., who points out Claris Works 4.0 ships 
with Netscape (or the Apple Internet Connection kit for Macintosh) 
and has an HTML translator enabling users to save documents for 
uploading to the Web. 

Claris also has a new Internet edition, scheduled for release 
this quarter, that will include ^ 

HomePage. a Web authoring tool. ■ AA/a ^ It ^ 

So where does all this leave end- - 

•s and resellers'.’ Well, it could be 
i rather sweet position. 

End-users finally have suite choices. And. if Java proves to 
than full of beans, there will soon be an alternative to 
Windows/Intel office suites. 

Resellers should find that the proliferation of suites will create 
many service-oriented value-added opportunities: selling up applica- 
tions. training users, creating vertical application.s. connecting users to 
the Internet/intranet. and helping employees use suite applications to 
work closer together than ever. 

So don't be surprised if you soon hear a re.seller near you shout- 
ing, "How .suite it is!" tew 


Paul Lima Iriko&icliivcl.iom) is a freelance 
high-lech and ci 
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The Next Frontier? 


Iniel Corp. is 
pushing its 
5V. MMX 

ichnology 


^9p 

1 ^ 

U||||M|pp|llit'^^^ mediu market. 

^ And while some analysts agree with 

the mierttproeessor king iibuui the promise of its new 
offering; many industry players have yet to be eonvinced, 

“Uniil major software vendors eonie out with products, it won't 
mean much," .says Andrew Tomlinson, vice-president of McGill 
Multi-Media Ine. 

Larry Was.scr. general manager for Beamscope Canada Inc., a 
major distributor of games software, adds: "In my view, the MMX 
chip won't make much of a difference until the end of 1997." 

And for Aido Baiocchi, vice-president of MieroForum Inc., a 
games software vendor, the development of .'^-D accelerator cards for 
his products interests him more right now. 

This kind of discussion 
does not sit well with Doug 
Cooper, architectural manag- 
er for Intel of Canada Ltd, 

He says that prior to the 
introduction of the MMX 

technology in January, Intel worked with software vendors on new 
applications for two years in advance of the announcement- When the 
chip was unveiled to the world, six software vendors also had products 
available, many of them entertainment-oriented. Cooper predicts “a 
continuous stream of products." relying on MMX to provide full 
motion video. 2-D and 3-D graphics, image processing and manipula- 
tion. audio and speech synthesis, videoconferencing and real-time ani- 
mution. By 1998, all new PCs will be carrying the MMX chip, says 
Cooper. 

Why this lack of excitement for a technology that mtiny analysts 
are saying is the most important announcement since the advent of the 
386 from Intel'.’ 

One obvious answer is the unavoidable time lag between the 
adoption of a chip by PC manufacturers and the availability of soft- 
ware that fully opiimires its advanced options. 

Also, re.seilcrs and cniisulianis arc focused on the immediate sale 


and have difficulty imagining what might hover on the horizon a year 
from now. Cooper says “a focus on today” is not a good strategy — 
although the volatility of the PC industry has always led to a now-ori- 
ented sales approach- 

Mayhe the reason for this jaded altitude among some people lies 
with MMX's enhanced multimedia features, which are not a priority 
for corporate clients, who are primarily focused on productivity appli- 
cations. "Business users will have to look a little harder for key rea- 
sons to adopt MMX." says Julie Kaufman, a software onaly.si with the 
Toronto based international Data Corp (Canada). She is more opti- 
mistic about corporate iniere.st in Intel's next Pentium Pro, code- 
named Klamath, which combines MMX features with a faster clock 
speed of 233MHz. 

But then MMX and Klamath are taking the personal computer 
further into the home entertainment arena, which should mean a ho.st 
of new games and "edutainment" titles based on the M.MX technolo- 
gy appearing on reseller store shelves over the next few months, adds 
Kaufman. 


She expects the traditional early adopters of computer and mul- 
timedia technology in ilic consumer market to be the primary source 
for the demand of MMX-based applications over the next year or 
longer. “Once consumers become more educated on the benefits of 
MMX — and Intel will cer- 
tainly trot out the heavy 

"In my view, the MMX chip won’t make much of a marketinpniiiery over the 
difference until the end of 1997/ ^L,rryW,ss.r 

lilies become plenlil'ui. wc 
expect MMX and other I'ulure multimedia technology to significantly 
boost consumer demand for I^C upgrades." slates Kaufmun. 

This new direction has arrived at a lime when personal computer 
purchases were down six per cent in 1996. while games software 
jumped 27 per cent, according to Markham. 

Onl. -based ACNielsen & Co. of 
Canada l.td.. which bases il 
analysis on sales in the 
retail channel. Also, 
both Toshiba and Sony 
are introducing reason- 
ably priced, iiser-friend- 
iy personal computers 
with ajt emenainmenl. mul- 
timedia focu.s, says Darrell Rice, 
the research firm's .senior analyst in 
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compuler indusiry scr- 
division. 

Allhough not as 
nuch of a revenue 
generalor compared 
10 business appli- 


"Once consumers become 
more educated on the benefits of 
MMX and software titles become plentiful, we expect MMX 
and other future multimedia technology to significantly boost 
consumer demand for PC upgrades. ” — Me Kaufman 


already coniain basic multimedia feaiure.s, which then leads to the 
i|uestion of why treat muliimedia as a separate category at all. 

“The industry does a lot of navel-gazing and uses terms to 
describe a complex conceplion.” says Keith Kocho. president of 
Digital Rennaissance, which is involved in a lot ol software design, 
including enterprise-wide multimedia applicalions. “Multimedia is an 
overused icmt." he said. 

Kocho is concerned that in the rush for 
advanced technology, the poini-and- 
click/drill-down aspect of searching on a 
Web site on the Internet goes against how 
human beings nonnally seek out informa- 
tion. Multimedia technology can play a pos- 
itive role here, he says. His preference i.s to 
adapt story-telling elements to Web site 
design, relying on sound, video and other 


cations, games .software is still becoming a significant product catego- 
ry because of the potential for high-volume sales and improved qual- 
ity of the titles, says Rice. In addition, educational packages grew by 
a whopping 80 per cent last year, “where multimedia is playing a 
major part in the growth.” he adds. 

Yet, multimedia and business does not have to be mutually exclu- 
sive. says Robert Armstrong, vice-president of the Calgary-based 
DiscoverWare Inc., the developer of a training package that relics on 
muliimedia to provide instruction in common business applicalions. 
He expects to have his product available soon on resellers' store 
shelves, priced at about $i(KI. “We want DiscoverWare to be sold as a 
productivity tool." 

Armstrong describes the reseller cliamiel as an untapped source 
for training vendors. Because he has a corporate North America focus, 
the advent of the MMX chip has not as yet engaged his full attention. 
Many of DiscoverWare 's business clients have low-end -186 machines, 
around which he has to try to fit a multimedia application. He esti- 
mates that about 20 per cent of training software contain multimedia 
content. 

But this percentage is bound to go up. says Chrisiianne Moretli, 
IDC'.s manager of IT training and education at International Data 
Corp. Canada Ltd. “Multimedia is a big deal in the design of training." 
Managers find it is cheaper to have their staff trained on standard 
applications on their own time at their desktop PCs, rather than send 
them out of the office for a lengthy period of all-day classroom 
instniction. she explains. “U is perceived as more cosi-effective, even 
though it may not always be necessarily true." 

Multimedia applications have radically improved in the last few 
years and one urea of increased activity is the design of Web sites on 
the Imornet/lniranei. says Brian Kieller. president of the Toronto-based 
Dunedain Enterprises Inc,, which has done plenty of work in this 
market. 

But he adds that the issue for him in multimedia is not increased 
processing speed — which is what the MMX i.s all about — but the 
reality of bandwidth bottlenecks that can occur while sending compiex 
imagery and graphics through modems onto the World Wide Web. 
"MMX is not going to improve access to the 'Net." 

Kieller also deals with busine.ss clients with low-end PCs who 
shy away from the most sophi.sticatcd and expensive multimedia for 
Web sites or presentations. "It is more likely software developers and 
consultants like ourselves who will use the high-end (capabilities).” 

The term "multimedia." is not to everybody's liking, but then spe- 
cialists in the field have difficulty thinking of an alternative. “New 
media." while also used, is often rejected out-of-hand as a descriptive 
term for the concept. The problem is that all high-end Pentium PCs 


media to create a narrative. 

The ease-of-usc and experience that's part of the promise of mul- 
timedia is what appeals to Kocho. who says people relate more to nar- 
ratives. or stories than the current way Web sites are typically struc- 
tured. "It has to be something that is presentable. My life is more like 
an episode in ER |thc television program). The last thing 1 want is to 
drill down through a whole bunch of stuff." dm 
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Niche Markets 

Resellers need lo know the printers they sell, 
and whai they arv and are mil capable ol' 
doing. They need to know how each make of 
printer fits itself around the needs of a certain 

Resellers can expect four main and dis- 
cernible markets to purchase desktop laser 
printers: the average home market, the small 
office market, the graphics professional mar- 
ket and the small corporate market. 

Home users are basically looking for 
sharp printing, primarily text-based. 

The small office is essentially looking 
for quality text and graphics printing for busi- 
ness needs. An ideal printer for this group 
would be the Brother HI.-760 because of its 
very reasonable price and its all-purpose func- 
tionality. 

Graphics professionals are looking to get 
a little more print out of their printer. Things 


hy Jazz Bhooi. Tim Biiigham-Wallis and Sieve Hatinda 


like printing speed and superior graphics out- 
put are important- A printer well-suited for 
thi.s bunch would be the Lexmark Optra Ep 
bceau.se of its clearly superior output results. 

The small corporate market is looking 
for high-speed results and quality to match. In 
a corporate ofTice environment — high-vol- 
ume and network printing are the buzzwords. 
A printer well-suited to the.se rigorous 
demands would be the HP LaserJet 6P. 

So, what features make a primer attractive? 
Well, depending on the market you look at. fea- 
tures such as printer resolution, printing speed, 
memory, scalability, wireless connectivity, net- 
workability and pricing can call the shoes. 

Lasering Technology 

When it conics down lo it. the most important 
thing is the end result. It'.s all about the print- 
ed page and how it looks. Perhaps then, the 
most important factor governing print quality 
is printer resolution. 

Printer resolutions ore measured in dots 
per inch (dpi) and printers come in generally 
three cla.sses: 300 dpi, 600 dpi and 1 .200 dpi. 
Note that 300 dpi print quality is adequate for 
text-based printing. And 600 dpi, the next 
level up. will satisfy the majority of printing 
needs, while 1.200 dpi output concerns a 
.small market requiring the extra re.solution for 
high-end graphics and design work. Printer 
speed is also an important issue. Most desktop 
lasers operate between 4 ppm lo 8 ppm, while 


Depending on the application, required 
printing .speeds will vary. For the home user 
market. 4 ppm should he more than sufficient. 
Speedy (and more expensive) printers are 
more necessary in corporate markets where 
printing volumes arc high. A printer's memo- 
ry can be an issue when graphical print Jobs 
get more and more complex. Scalability is 
another important feature. 

The ability to upgrade the printer with 
network capabilities. PostScript and more 
memory is important — even more so for com- 
mercial markets. Wireless connectivity is a 
handy feature but only for a small niche group 
of users. Infrared technology allows niohile 
computer users with laptops to have easy 
access to their printers without the wiry mess. 

Finally, networkability is a necessary 
feature if any sort of printer-sharing over a 
network will be done. 

The Tests 

This issue, we tested nine desktop laser print- 
ers: the Brother HL-730. the Brother HI--760, 
the Hewlett-Packard 5L and 6P. the Lexmark 
Optra E and Optra Ep, the Okidata 4w and 
OL600e and finally the Xerox DocuPrint 
4508. They ranged in target markets from the 
very basic entry-level to those suitable for 
small business use. Their printing resolutions 
ranged from 300 dpi up lo 6(X) dpi with output 
speed ranging from 4 ppm to 8 ppm. We asked 
that all printers he priced under the $1,(XI0 
mark, give or take a few dollars. 


Desktop laser printers have come a long way 
in the last few years, both in terms of technol- 
ogy and their presence in the market. The 
investment in a laser printer is no longer a big 
deal, monetarily speaking. 

Today's desktop la.sers are priced well 
within the budgetary boundiuies of most small 
ofl'icc computer users. Lasers now are cheap; 
they print fast and produce high-quality output. 
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SUPRA EXPRESS 


10Base-T, Rack-Mount 
Ethernet Switching Hub 


OEM-barebone system 
Call for details 


#118 - 13982 Gamble Road, Richmond, B.C. V6V 2K2 
Tel: (604) 279-0320 Fax: (604) 279-0321 


Full-Duplex Card 

FAX MODEM CARD 


QUANTUM NEC :7**j*lf 


SOUND CARD 


HARD DRIVE 


MOTHER BOARD 





LAB TEST 


^rothe^OaOandHLTe^^^^^ 

Suggested Retail Price: HL730 — $799,99; HL760 — $899.99 
Street Price: HL730 — 5549; HL760 — S649.99 
Reseller Authorization: Sec Merisel or EMJ Dala Sysiems. 
Marketing Support For Resellers: 

Re.sellcr relerrals. 

POP displays. 

Naiional adverlLsing. 

Maintenance And Technical Relationship With Resellers: 
Two-year warramy (DX models only). 

Warranty includes parts and labor. 

Tech support for itsellers. 

Dedicated technical BBS. 

Web site includes technical information. 

Web site includes drivers. 

Reseller can offer .service. 

Volume Discounts: 

Available on a case-by-casc basis. 

Demo Unit Availability: 

VAR authorization programs are through Merisel and EMJ Dala 
Systems. Special demo pricing is available. 

Brother's View Of The Market And Positioning: 

'The HL700 .series is the only low-end laser capable of printing 
on large envelopes — up to nine by 12 inches. The HL760 is the 


only 1.200 dpi class pri 
with a street price of under 
S6S0." said Dan Courville 
of Brother, 

Primer Strengths: 

“Brother printers offer 
true laser quality at LED 
prices." said Courville. 

E-mail For Channel Use: 
dan&’hrothcr.ca. 

Editors' Notes: 

Brother's model HL-730 is aimed at both 
home and small business markets. The HL-7.30 is capable of print- 
ing at true 600 by 60(1 dpi resolutions, while the HL-760 can pro- 
duce output at up to 1200 by 600 dpi. Each of lhe.se models pro- 
duced great-looking pages involving bolh text and graphics, and 
both are rated at 6 ppm. The HL-730 has 512KB of RAM scan- 
diu-d. iind is upgradeable using proprietary memory modulc.s up to 
2MB. The 760 comes standard with I MB of RAM and is expand- 
able to 33MB with the addition of indu.stry .standard SIMM mod- 
ules. Both models use a straight paper path, which helps prevent 
paper jams and curls. Cartridge life is rated at 2.200 pages at five 
per cent coverage, and the units come with a sltuler cartridge good 
for approxiinately 1 .000 pages. 



Xerox DocuPrint 4508 


Suggested Retail Price: $999 
Reseller Authorization: None required. 

Marketing Support For Resellers: 

Marketing funds. 

Reseller referrals. 

1-800 customer inquiry and leads passed to resellers. 

National advertising. 

Marketing kits with product launch, sales icfercnce guides, monthly 
newsletter, monthly .service, pricing and marketing bulletins. 

Fax-back .system. 

Maintenance And Technical Relationship With Resellers: 
One-year warranty. 

Warranty includes parts and labor. 

Optional three-year extended wan-anty. 

On-site warramy available. 

Reseller can offer service with Authorized Service Provider 
authorization. 

1-800 lech support for resellers. 

Dedicated technical BBS. 

Web site includes drivers. 

Volume Discounts: Please call for bid pricing. 

Demo Unit Availability: 

According to Lianne Fielding, channel imuketing manager at 
Xerox: "Xerox offers many of its desktop printers to resellers as 
part of a demo program. Xerox resellers may buy one of each 
model offered through the demo program through distribution 
every six months at a discounted price. Xerox Premier Resellers 
may buy one of each model ofl'ered through the Premier Reseller 
demo program every three months at a discounted price." 


Xerox's View Of The Market 
And Printer Positioning: 

For Xerox there are two 
target markel.s for its laser 
printers. "The Xerox 
DocuPrint 4508 is target- 
ed at bodi the SOHO and 
"credenza set," and offers 
8 ppm printing at a 6 ppm 
price." said Fielding. 

Printer Strengths: 

They include; 100 fonts available with 

Xerox font manager. 600 dpi, 8 ppm. a high paper capacity 
(w/oplional second tray), two paper trays, and a single sheet 
bypa.ss." said Rclding. 

Xerox Channel Faxback: 

1-888-XFAX-BACK 
Editors' Notes: 

With print rosolutions of 600 by 600 dpi and a maximum print speed of 
8 ppm. the DocuPrint 4508 is well-suited for individuals with greater 
printing needs. .Standard on the 4508 is 2MB of RAM which can be eas- 
ily upgraded to a maximum of ,34MB with a72-pin SIMM mixlulc. With 
an input paper tray of 250 sheeusand support fora wide variety of paper 
types, llie 4508 is a roady-lo-go. no-nonsense machine. Print qitality was 
amotig the best of the printers in this survey. Text was solid black, and 
remained coasistenlly sharp, all llic way down to the smallest of fonts. 
Graphics turned out very crisp, but wen: slightly darker than expected. A 
few adjusUnetiLs quickly cleared this problem up. however. Listed at just 
ttndcr $ I .OCX), this printer is ideal fiwa home office environment. 
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Panasonic 


CF-25 

Ruggedized 
Notebook PC 



Available at: 


When you sell a Sceptre Soundx 4000, 



The Sceptre Soundx 4000. 

Available now. 


FREEH 


10 the SCEPTRE TRAVEL CLUB (valued at 24.95) 

Use your membership immediately to take advantage 
□t exclusive discouirts unavailable to the general public. 
Whether your plans include business or 
pleasure travel you will beneft from instant 




11.7" x8.9'' X 1.9”, 6.3 lb. w/floppy drive 
133 to 150 MHz Pentium Processor 
1 to 2 GB user removable HDD 
8 to 40 MB EDO RAM 
Lithium Ion Battery 
12.1" TFT display 
128 bit graphics 
Modular design 
6X CD-ROM 


r 


your customers won’t hear this: 

“The wait for tech support is currently 
longer than 45 minutes” 

Notebook computers are complicated devices and their owners 
might have questions or issues that need resolving. We at Sceptre 
know this so prompt and courteous technical assistance 
automatically come with every Soundx 4000 notebook computer. 
This means that they won’t have to aimlessly wander through an 
arcane voice mail menu so that they can then wait on terminal hold. 

Service. It’s not that they are likely to need it. 
But isn’t it nice to know it is there if they do? 
For a distributor near you call 1-800-788-2878. 




EXCELLENCE FOR ALL THE WORLD TO SEE 

http;//www. sceptretech.com 1 -800-788-2878^ 







Brother 

HL73a 

Brother 

HL76C 

Hewlett-Packard 
LaserJet 5L 

Hewlett-Packard 
LaserJet 6P 

Max resolution {dpi) 

BOOxBOO 

1200x600 

600x600 

600x600 

Max rated speed (ppm) 

6 

6 

4 

8 

Memory {std/max) 

512K/2MB 

)MB/33MB 

1MB/9MB 

2MB/50MB 

Accepts standard SIMMs 

No 

Yes 

No 

Yes 

Interfaces (standard) 

Bi-directional parallel 

Bi-directional parallel 

Bi-directional parallel 

Bi-directional parallel 





LocalTalk, Infrared 

Interfaces (optional) 

Serial 

Serial 



Resident Fonts 

24 

61 

26 

46 

PCL/Postscript support 

PCL Be/None 

PCL Be/None 

PCLB/None 

PCL 6/None 

Standard Paper (Capacity 

200 

200 

100 

350 

Peper Sizes 

Letter, legal, envelope, 
labels, executive, 
transparencies, A4, AB, B5 

Letter, legal, envelope, 
labels, executive, 
transparencies, A4, AB, SB 

Letter, legal, envelope, 
labels, executive, 
transparencies, A4, AB, B5 

Letter, legal, envelope, 
labels, executive, 
transparencies, A4, AS, B5 

Cartridge Life (pages) 

2,200 

2,200 

2,500 

4,000 

Duty cycle (pages/month) 



2,500 

12,000 

Physical Dimensions (wxdxh) 

14.4x13.9x9.8 

14.4x1B.1x9.8 

13.2x12.3x9.0 

15.75x 17.52x7.87 

Street Price (estimated) 

SB49 

S649 

$569 

S999 

Suggested Retail Price 

S799 

S899 

$699 

$1,289 

Reseller Price 

N/A 

N/A 

N/A 

N/A 

Warranty 

1 year 

lyear 

lyear 

lyear 

Contact 

1-800-3B1-646B 

1-800-361-B466 

1-800-3B7-3B67 

1-800-387-3867 

Web Address 

www.brother.com 

www.brother.cQm 

www.hp.com 

www.hp.com 




1 
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Lexmark ^1, 

^ ^ Mar. 97 

Optra E 

Lexmark 

Optra Ep 

Okidata 

Okipage 4w 

Okidata 

OLBOOe 

Xerox 

DocuPrint 4508 

600x600 

600x600 

600 dpi class 

600x600 

600x600 

6 

6 

4 

6 

8 

1M6/SMB 

2MB/6MB 

128K/128K 

1MB/18MB 

2MB/34MB 

N/A 

N/A 

N/A 

N/A 

Yes 

Bi-directional parallel 

Bi-directional parallel 

Bi-directional parallel 

Bi-directional parallel 

Bi-directional parallel 

Serial, Ethernet 

Serial, Ethernet 



Serial 

26 

86 

None 

44 

46 

PCL 5/None 

PCL 5/Level 2 Emulation 

PCL 4.5/None 

PCL4.5/NQne 

PCL 5e/None 

160 

150 

100 

100 

250 

Letter, legal, envelope, 

letter, legal, envelope. 

Letter, legal, envelope. 

Letter, legal, envelope, 

Letter, legal, envelope, 

labels, executive. 

labels, executive. 

labels, executive. 

labels, executive. 

labels, executive, folio 

transparencies, A4, A5, B5 

transparencies, A4, A5, BS 

transparencies, A4, A5, B5 

transparencies, A4, AS, B5 

transparencies, A4, AS, B5 

3,000 

3,000 

1,000 

2,000 

5,000 

10,000 

10,000 

1,000 

6,000 

8,000 

13.7x9.7x8.6 

13.7x9.7x8.6 

122x7.5x5.9 

12.6x14.2x6.3 

14.2x14.4x7.2 

$749 

$1,069 

S400 

$520 

N/A 

$873 

$1,240 

$499 

$699 

$999 

$665 

$945 

N/A 

N/A 

N/A 

lyear 

1 year 

1 year 

lyear 

1 year 

1-800-358-5835 

1-800-358-5835 

1-800-654-3282 

1-800-654-3282 

1-800-939-3769 

www.lexmarit.com 

www.lexmark.com 

www.okidata.com 

www.okidata.com 

www.xerox.com 
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Designed for 


lit runs witi 
NetWan 


I Microsoft* 


Windows*95 


M(^DEMS 


POWERCOM is a leading manufacturer of UPS, Modems, and Networking Products. 
We offer a complete line of products, and provide quality service to our customrs. 


UPS-KING SERIES 
UPS+AVR 


Compact 


Powerful! 


Distributed in Canada by^ 


Manufactured by: 


Powcrcom America, Inc. 

hltp://www.powercom-USA.com 
E-mail; PowercomUS@aol.com 
Tel: 714-632-8889 
Fax: 714-632-8868 


Tei: (604) 279-0320 Fax; (604) 279-0321 Tel; (905)886-8122 Fax: (905)886-6452 


:i>CM'ERCOM» 






Ethernet Products 









PCI Local bus 

PENTIUM Intel VX 
PCI MAIN BOARD PT-5IV 


W« ilio carry: 


PENTIUM Intel HX PCI MAIN BOARD PT-51H 
PENTIUM PRO Intel FX MAIN BOARD PT-6IF 



Chipset 

Intel 82437VX, 
82438VX, 

82371SB and 
UMC UM 8669F 
(or SMC FDC37C669, 
orALI M5113). 

CPU 

Intel Pentium 
processor and 
OverDrive processor 
(P54C/P54CT/ 
P54CS/P55C/P55CT) 
75/90/100/120/133/ 
150/166 MKz and 180/ 
200 MMz (ideally). 
Cyrix 6x86- 
P120 f{100MHz)/ 
P133+(110MHz)/ 
P166+{133MHz). 





MAXILAND ENTERPRISE INC. 


567 BREA CANYON RD. #26, WALNUT, CA 91789 
TEL: (909) 869-0590 FAX; (909) 869-7390 g 




#118- 13982 Cambie Road, 
Richmond, B.C. V6V2K2 
Tel: (604) 279-0320 




Lexmark Optra E and Optra Ed 


Suggested Retail Price; Optra Ep — SI.240; Optra E — $873 
Street Price: Optra Ep — $1069; Optra E — $749 
Reseller Price: Optra Ep — 5945; Optra E — $665 
Reseller AuthorUalion: None 
Marketing Support for Resellers: 

Co-op advertising through distributors. 

Reseller rel'errals. 

POP displays. 

National advertising. 

Literature support. 

Assigned manufaciurer’s representative. 

Maintenance And Technical Relationship With Resellers: 
One-year expre-s.s warranty includes parts and labor. 

I -800 tech .support for resellers. 

Dedicated technical BBS. 

Web site includes technical information and drivers. 

Volume Discounts: Di.scu.ss with di.stributor. 

Demo Unit Availability: Special purchase price for resellers. 
Printer Strengths: 

"The Optra Ep personal laser printer is an outstanding personal 
desktop la.ser solution for people who want a busincss-clas.s print- 
er at a consumer-cla.ss price," .said Franklin. 



Optra Ep has 2MB as standard and can be expanded to 6MB in 
total. The Optra E also supports I MB of flash memory, which cun 
be used to store anydiing from frequently used fonts to forms to 
macros. Both models feature 150 sheet input trays, cartridges rated 
at 3.000 pages, duly cycles of 10.000 pages per month and option- 
al networking support. The most notable dilTerenee in the two 
models is that the Optra Ep adds Postscript Level-2 emulation sup- 
port as well as 86 resident fonts — that's 60 more than what is 
found in the Optra E. Our printed tests turned out just as we had 
expected — excellent. Text was sharp and black. Graphical images 
were printed with excellent halftones, and there were no signs of 
streaks or smudging. 


Suggested Retail Price: OP4w — S499; OLbOOc — $699 
Street Price: OP4w — $400; OL6(X)e — $520 
Reseller Authorization: Not required. 

Marketing Support For Resellers: 

Co-op advertising. 

Marketing funds. 

Reseller referrals. 

Tie-in to authorized resellers. 

Reseller are li.sted on Web site. 

POP displays. 

Maintenance And Technical Relationship With Resellers: 
One-year warranty includes parts and labor. 

I -800 tech support for resellers. 

Dedicated technical BBS. 

Dealer-specific space on Web site. 

Web .site includes technical information and drivers. 

Volume Discounts: On a ca.se-by-ca.se basis. 

Demo Unit Availability: 

For authorized re.scllers or through the Okidata territory sales manager. 
Printers Strengths: 

They offer: “low cost-per-page especially compared to ink-jets, 
fast lime to first page, (and) high reliability." according to Owen 
McPherson, of Okidata. 

E-mail Address For Channel Use: coinments@okiduta.com 
Editors' Notes: 

Oklpugc 4w 

The 4ppm Okipage 4w is Okidata's latest entry-level design, 
aimed primarily at the home user. This 4-ppm GDI printer lacks 


any built-in support 
emulation, meaning 
need either Windows 
or Window.s 95 to use 
Support for DOS 
cations is provided. I 
you’ll have to be in 
Windows DOS pror 
use it. The Okipage 
600 dpi class unit which 
managed to surprise us when it 
came to reviewing its print .sam- 
ple.s. Text output was a solid black, and 
incredibly sharp, even on small fonts. Graphics looked good, but 
we had to tweak die contrast levels a couple of times before our 
graphical image came out looking the way it did on other print- 
ers. The 4w comes with 1 28KB of RAM which cannot be upgrad- 
ed, meaning you'll have to allow it to use your PC's memory to 
print complex images. If bought before March 31. 1997. Okidata 
will throw in a bundle of products worth appniximately $140. 
The printer has one-year overnight exchange warranty, and an 
attractive price tag. 

Okidata OL600c 

The OL6(10e is in a different class than its 4w counterpart, aimed 
more towards the SOHO market. The 6{X)e features true 600 by 
600 dpi printing at up to 6 ppm. Standard configuration includes 
I MB of RAM. which is expandable to a total of 1 SMB. The print- 
er is a good performer, delivering solid black text and well-repro- 
duced graphics. The standard input paper tray can hold up to 100 
sheets, cartridge life is rated at 2.000 pages, and the unit's duty 
cycle is up to 6,000 pages per month. 
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DAIWA DISTRIBUTION INC. 

361 Alden Road, 

Markham Ontario L3R 3L4 

Tel: (905) 940-2889 Fax: (905) 474-0954 

DAIWA DISTRIBUTION INC. 

Unit 11,13520 Crestweed Place, 

Richmond B.C. V6V 2G3 

Tel: (604) 244-9912 Fox: (604) 244-9986 




East : 

DAIWA. 


S3-Virge 64-Bif Graphic - i 
Video Adapter 

• 2wa Vidn SAM. K1 biwfcKii 



Lucky Star 61-1 PCI 

Pentium® Pro 

Chip Based Main Board 




Also Available: Pentium Molhetbaord Intel Triton VX Oilptel w/3,3V +2,bV 
Support Intel "MMX", CyrIx/IEM "M2’', AMD K6" 



Call Your Local Dealers 


Tuken Calgary 

Dorgon Byres Oeafe' 

03)633-5680 VUIoria (B.C.) 


Edmonton (204)882-2526 Winnipeg 

Nemee Powr J P Compuler 

(403)465-1686 (204)477-8355 





LAB TEST 


Hewlett-Packard LaserJet 5L and LaserJet 6P 


Reseller Authorization Requirements: 

Reseller aulhorization is compleied by distributors Beamscope, 
Ingram. CMD. Merisel and Globelle. 

Marketing Support: 

Co-op advertising. 

Marketing funds. 

Re.seller referrals. 

1-800 tie-in to resellers. 

POP display.s. 

National advertising. 

Public relations and marketing communications support. 
Maintenance And Technical Programs: 

One-year warranty including parts and labor. 

1-800 technical support for resellers. 

Dedicated technical BBS. 

Web site includes technical specifications for all HP products. 
Web site includes drivers available for dov/nloud. 

Volume Discounts: None. 

Product Positioning: 

Hewlett-Packard positions its lasers for two distinct markets. “The 
HP LaserJet 6P and 6MP are powerful monochrome laser printers 
for small office and home use." according to Linda Blakely of 
Hewlett-Packard. “The printers are expandable, allowing small 
work teams and advanced individual u.sers to add networking 
capability and additional memory us their business needs grow.” 

The HP LaserJet 5L printer is for personal use." says Blakely. 
“Tlie La.serJet 5L printer redefines personal laser printing by giv- 
ing customers new levels of performance and contidence in print- 
ing for a very low price." 

Editors' Notes: 

Hewlett-Packard SL 

HP's entry-level candidate for our survey was the LaserJet 5L. 


Popular among many, the SL 
is a 4 ppm printer capable 
of resolulion.s up to 600 by 
6(XJ dpi and comes stan- 
dard with IMB of RAM. 
expandable to a maxi- 
mum of 9MB using pro- 
prietary modules. The 5L 
supports PCL 5 emulation, 
and comes with 26 resident 
fonts. Toner life is rated at 2.500 
pages. Output quality of text and 
graphics was good with no discemiible 
problems noted, 

Hewlett-Packard 6P 
Aimed more toward the SOHO and business users, the LaserJet 
6P offers several features not found among printers of the same 
class. First, there's print speed; rated at up to 8 ppm. It has a print 
resolution of 600 by 600 dpi and 
comes standard with 2MB of 
RAM. upgradeuble to 50MB 
in total, u.sing industry-stan- 
dard 72-pin SIMMs. 

Standard port configura- 
lion includes both a large 
and small parallel port, as 
well us LoculTalk and 
infrared ports. The 6P 
supports the new PCL 6 
format, and comes with 46 
resident fonts. Cartridge life is 
rated at 4.000 sheets, with a duty 
cycle of 1,200 pages per month- Our 
lest printouts revealed excellent text and graphics. 






It's hard to recall a time when choosing the Editors' Choice was so difficult. All of the printers we've 
looked at this month are very capable, and would make a great addition to any home. What makes things 
so difficult is the broad range of features and prices that are found amongst the group. A feature that is 
lacking on one printer with a low price lag may be included in another one with a much higher price tag. 
So how did we end up picking our winners? With one .simple question: which printer would we buy 
and take borne to call our own? 


Performance 


Lexmark Optra Ep 

In the category of performance, the Optra Ep gels our vote. It had all the qualities w 
output quality, fast print speeds, expandability and reliability, and uniqueness. 


Overall Value 

Brother HL-760 

If you want to offer your customers a printer that has a little bit of everything, we suggest the 

Brother HL-760. It offers 1,200 by 600 dpi printing, delivers quick output at 6 ppm. and 

is easy to set up and use. And if your cu.stomers ever want to increase the onboard 

RAM, it can be done easily, thanks to support for standard SIMM modules. Cartridge ^ 

life at 2,200 page.s reduces the cosl-per-printed-page. and at a $649 estimated street 

price, the HL-760 delivers solid performance at a very reasonable price, 


. wanted in a printer: excellent 
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Incredible features for tomorrow, 
the NEW TX MAINBOARD 97. 



Optimized 

SDRAM 

performance 


SPEEDEASY 

MMX 

ready 


BUS MASTER-IDE 


Improves IDE devices performance by 
offloads the processor from time 
Intensive task of IDE devices. 


Ultra DMA 

BooslB IDE devices performance up to 
33MB/S. 


Intel 430TX 

The latest Intel chipsets 
using BGA technology. 


P5I430TX TITANIUM I 

®||HI 65.!2«|CCFC«jjS-g 


ATX Form Factor 
Also Available 


QDI COMPUTER (CANADA), INC 

75 ShifidsCc-url. Unit 4. Markli.iTO.Onlariii. UR VTt 

Tel: l-905-'MffiW27 fti>: l-fflS.VJOSTlW 

QDI COMPUTER (VANCOUVER), INC- 

Uiiil4, lS520CMlwcH<dPlan', Richmond, B.C. C.in.id.i VbV3C2 

Tel: 1-604-2786799 Fnx: 1-604-27989)9 

QDI COMPUTER (MONTREAL). INC- 

2)(45 Ualporn Slavl, Si. Uurcnl, Quebec, H4S IPR.Cin.ida 

TcL 1-.514-355681I Fax: 1-514-3.156822 


CeBit 97 

March 13 - 19, 1997, Hannover 
Booth No. F36, Hall 012 



WORLD CLASS MAINBOARD 



PRINTERS 


Ink-Jet Printer Wars Heat Ifp 

Resellers Note: There Are Major Price/Performance Enham 


In the 1990s, the ink-jei printer ha.s come to 
overwhelmingly dominate the SOHO (small 
ofTice/home office) printer market, to the 
detriment of personal laser printer sales. 
According to some figures, ink-jets are out- 
selling lasers by a factor of nettrly 10:1 in the 
personal and home office market. 

The ink-jet has surged because of tech- 
nological advantages that have increased ink- 
jet printer resolution to (and beyond) laser 
levels, lower prices, and color. 

Color, more than anything else, has been 
the ink-jet's trump card — especially in 
homes and offices where education (read: 
kids), entertainment, and markeiing/commu- 
nications applications are present. Also, ink- 
jet printing .speeds have increased steadily, to 
the point where black and white ink-jet print- 
er output is nearly as fast as black-and-white 
laser output. 

The Contrarian View: 

The Case For The Laser 

Although it is now a minority choice, the 



by Jeff Evans 

laser has a number of persistent advantages 
over ink-jcLs. For one thing, it is still general- 
ly somewhat faster than ink-jets. For another, 
text output is usually somewhat finer, even at 
supposedly the same dots-per-inch resolution. 

As well, PostScript is more widely available 
as an option 

(Hew'kii'^ 7n SOHO environments where a fair amount of black and white 
Packard is ootput is usually required, many people will opt to have a 
generally black-and-wNte laser plus a color ink-jet if the budget permits." 

the leader in 


black-and-white iaser plus a color ink-jet if 
the budget permits. For the foreseeable 
future, though, the ink-jet rules the retail 


affordable PostScript compatible printers), 
and mo.si importantly, the cost of supplies is 
lower for lu.sers than for ink-jeLs. 

It is one of the secret scandals of ink-jets 
that, particularly if one becomes addicted to 
the saturated color eye candy an ink-jet can 
crank out, it is easy to spend as much on ink 
cartridges per year as the ink-jet printer itself 

In SOHO environments where a fair 
amount of black und white output is usually 
required, many people will opt to have a 


printer market. The major contenders are 
Hewlett-Packard, Epson, Lexmark and 

All have spent huge amounts of money 
driving a rapid advance in printing technolo- 
gy. HP have been the historical leaders, but a 
new line of Epson ink-jet printers may give 
HP a hard run for the money in 1997. dlil 

Jeff Evans is Toronto Editor for Canadian 
Computer Wholesaler. He can be reached at 


Epson: The Next Generation? 


Epson Canada Ltd. announced a new line of 
ink-jet printers on March 3. The Epson 
Stylus 4(X) is a budget, entry-level printer 
for the home whieh offers up to 720 by 720 
dpi photo quality color output, and 720 by 
720 dpi laser quality black text, at print 
speeds of up to 3 ppm for color text (five 
per cent coverage) and 4 ppm for black- 
and-white text. The Stylus 400 comes with 
Windows 95 and Windows 3.x drivers, and 
a bundle of consumer graphics software, 
including the Look Your Best Color Pack. 
This bundle includes Sierra Print Arti.st for 
Windows, Adobe PhotoDeluxe for 
Window.s. Funtastic Fonts, stock photos, 
and a tutorial. 

The Epson Stylus 600 is a mid-range 
SOHO printer, with resolutions of up to 
1.440 by 720 dpi. and print speeds of up to 
6 ppm for black text, and up to 4 ppm for 
color text, plus similar driver and software 
bundle offerings as the Stylus 400. 

The big surprise is the Epson Stylus 
800, with full 1,440 by 1.440 dpi print res- 


olution. up to 8 ppm for black text, and 7 
ppm for color text. Special photo quality 
QuickDry inks are available, for quality 
image output. 

High-speed parallel and serial connec- 
tions (both Windows- and Mac -compatible) 
are standard. Internal Ethernet and 
LocalTalk network interfaces arc optional, 
as is a plug-in Adobe PostScript Level 2 dri- 
ver with Pantone approved colors, and a 2 
year warranty. The Epson Stylus 800, there- 
fore. straddles the high end of the SOHO 
market and the entry-level professional 
graphics market. A Windows NT driver, and 
a Mac driver are available as well as 
Windows 3.x and Windows 95 drivers. 

The new models' liigh print quality at 
a low price is made possible by Epson's 
piezoelectric technology, which uses elec- 
tronic pul.ses to shoot ink precisely through 
apertures in the print head, forming 
extremely clean dots and lines on paper. 
Epson claims that piezoelectric ink deposi- 
tion results in higher quality images and 



text, and samples shown at a product pre- 
view certainly seemed to bear out that con- 
tention. The new Epson printers all give 
good results on ordinary bond paper, and 
superb quality on more expensive coated 

The tendency of the leading ink-jet 
printer vendors in recent years has been Co 
leapfrog each other in terms of basic tech- 
nology and price/performance. Epson, how- 
ever, by doing a ma.ss introduction of three 
quite different products that span the market 
from the $300 entry level to SI.OOO (with 
options) professional level (and all with 
radically improved speed, resolution and 
print quality), may have gained an edge on 
the competition, tt* 

For more information, visit http:// 
www.epson.am or call: (416) 498-99S5. 
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Laser Printing: 


More Than Meets The Eye 


Sooner ihiin you might 
imagine, the office laser 
printer a.s we know it 
loJay will be history. For 
Canadian resellers, an 
awareness of trends in 
document management 
and office document 
products will be key to future success. 

Today’s laser printers, for the most pai l, 
do basically the .same thing they did 10 years 
ago: they print paper. Typically, the u.ser 
.sends a job to the printer, and only when 
physically visiting the printer can the worker 
discover whether the job was successful. 
Consequently, u lot of lime can be spent each 
business day walking or running from desk- 
top to printer to desktop to printer to desktop. 

Tomorrow’s office laser printers (and 
even a few printers that are available today) 
will be smarter machines that will allow users 
to view the entire status of their print job direct- 
ly from the desktop, from collation, to paper 
tray in u.se. to toner replacement warnings. Not 
only that, but these primers will use paper han- 
dling concepts normalJy only found in photo- 
copiers or production printers, like collating, 
stapling, duplexing, and offset sorting. 

It's all part of the transformation of the 
office to a total digital environment, where 
combining technologies will be far easier 
because of their commonality. 

With the advent of intranet productivity 
solutions, the management of printers over 
company intranets will be a signiUcanl trend 
in the future. Laser printer manufacturers are 
already developing software and firmware 


productivity tools that allow businesses to 
manage printers in remote locations over the 
corporate intranet, 

"Document managemenf’ is a term used 
rather loosely these days. Most people visual- 
ize high-end document imaging, archival and 
retrieval systems, but the topic should be con- 
sidered on a broader level. Document man- 
agement includes all stages of the document 


cycle, for organizations of all sizes, from the 
multinational to the home office. 

Document management is all about 
improving the flow of information within 
organizations, creating transparent links 
between the stages of the document life cycle, 
and eliminating barriers between people, dig- 
ital information, and primed output. 

Document management involves every- 
thing from the company intranet, the Internet, 
the local aiea network. CD-ROM applications, 
imaging technology, and basically everything 
that involves the communication of ideas. 

Office technology solutions, the prod- 
ucts we use every day all day, arc the back- 


bone and vertebrae of the business document. 
Managing these solutions, and making them 
more productive, is the challenge of today’s 
document companies. 

Relative to laser printers, photocopiers 
and production printers have developed at a 
much fa.ster rate. Although printer resolution, 
speed, connectivity, and reliability have all 
improved on their own. they have not been 
brought together very well. There is no rea- 
son why laser printer manufacturers cannot 
take technology and productivity concepts 
found in photocopiers and production printers 
and apply them to their products. 

It is a fact that with many printer manu- 


facturers. ease-of-use and multifunctionality 
have been left to lag behind. Unfortunaiely, 
they have put much mure emphasis on speed 
and output quality instead of on u.sabiliiy and 
productivity — concepts lound in photo- 
copiers and production printers. 

Liiser priming has become so inexpen- 
sive and reliable that many offices use their 
printer instead of their Xerox copier to make 


by Jaff Smith 

copies. While using the photocopier for larg- 
er duplication jobs is still more practical, pro- 
ducing a few duplicate documents using the 
office laser printer is often more convenient 
and less expensive. 

We will .sec a rapid change in the way 
we view the office laser printer, and much of 
the technology is already here at the higher 
end of the market. Networked workgroups 
can already lake advantage of multifunction- 
al productivity tools combined in a single 
device that can print, copy, collate, fax. sta- 
ple, and sort jobs with the worker never hav- 
ing to leave the desk until ready to pick up the 
finished document. 


The laser printer should do more than 
ju.sl print. It should interact and communicate 
with the user. Office printing isn't just about 
spitting out pages; it is about being more pro- 
ductive and making work ea.sicr. which all 
boils down to improving the bottom line. 

Printing productivity, however, only 
begins with the hardware, the nuts, bolls and 
fu-ser roller of the machine. In the near future we 
will sec printer technology embrace concepts 
considered applicable only to software. The lat- 
ter part of the 1990s will sec dramatic improve- 
ments in the way printers work with llie user, 
and the way the user is able to control the flow 
and distribution of paper from the device. 

The office environment of tomorrow will 
bring digital document technologies together 
in ways that will mean one thing for office 
workers: improved productivity. Advances in 
printer productivity will be as much through 
software and firmware developments as they 
will be with the hardware itself. 

The era of the dumb laser printer is over; the 
productivity primer is about to have its day. tW 

Jaff Smith is director, desktop printer murket- 
iVig, of Xerox Ctuuido 's Desktop Products 
Group — a developer and manufocmrer of 
laser printer and office lechnoloay solutions. 



'The office environment of tomorrow will bring digital document 
technologies together in ways that will mean one thing for office 
workers: improved productivity." 


“Document management is all about improving the flow of information 
within organizations, creating transparent links between the stages of 
the document life cycle, and eliminating barriers between people, digital 
information, and printed output" 
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Window 
To Your 
Mind’s Eye 

Whether you’re charting the family budget, or envi.sioning the world 
of tomorrow, Satntron provides a clear window to your mind’s eye. 

Our 17" monitors have won Byie Magazine 's Best Monitor Overall 
for Image Quality award, been praised by Windows Magazine (“You'll 
like what you see”) and highly recommended by PC Digest and 
Ratings Report. 


Plug and Play with Windows 95 - 
simplifies installation and maximizes display 
performance, 



Jlow RncLaLo*^ 




Invar Shadow Mask minimizes distortion to 
deliver sharp, photo like images. 


Samtron's commitment to quality and 
reliability. 



ClearScreen Coaling eliminates eyestrain 
and fatigue. 


Energy Star and VESA CPMS sa 
on energy costs. 



BCHmscOPE O IIS Suiiercgm 


Sn ptWot 4BS w moM CM «w 


1S09(K)! certification for quality, consistency 
and durability. 



BUSINESS BASICS 


The Business Partnership Agreement: 

by Douglas Gray Don't Leave Home Without One 


As a compuier reseller, if 
you are currently in busi- 
ness with other partners, 
or you are thinking about 
it, it is essential tirat you 
have an agreement sel- 
ling out ‘what-ir scenar- 
ios with formulas for res- 

As most resellers are probably operating 
as incorporated businesses, you would tech- 
nically call it a shareholders' agreement, so 1 
will use that terminology. 

Types Of Conflicts 

The reason you want to have an agreement is 
that you want to be cautious. The casually 
rate of business partnerships is very high. 
There can he many factors causing a failing- 
out. Over a period of lime, it is not uncom- 
mon in terms of human dynamics to have 
potential conflicts occur due to differences of 
priorities, personalities, or philosophies. In 
addition, there could be differing expecta- 
tions by each of the individuals in terms of 
the contribution of lime, money and talent. 
Other factors that lend to cause friction 
include the issues of ego, money, and power 
— three areas that are frequently the undoing 
of business relationships. 

Business conflict usually results when 
extremes occur. For example, when the busi- 
ness is doing very well or very poorly. 
Another factor is burnout or iife-siyle 
changes. Many people get tired after awhile 
of the time, energy, and commitment 
involved in a business operation and want to 
do something else — go into another business 
or otherwise free up their money that is 
invested in the business. There can be marital 
or health problems that cause a person to lose 
interest in the business or create conflict 
within the business. 

For these reasons and the serious impli- 
cations that would result, you should have a 
shareholders' agreement to protect your inter- 
ests. For obvious reasons, you should have 
the agreement done concurrently with the 
incorporation or business sian-up. during the 
honcymiwn phase of the business relaiion- 

However, if you have not yet prepared 
an agreement, don't hesitate any longer. The 



olution. 


down side if you don't have an agreement, is 
that if disagreements occur there is no frame- 
work for resolving them. Each partner will 
have to retain their own lawyer, plus the cor- 
poration will have its own lawyer. Legal fees 
can go up exponentially, and a resolution, if 
one can be attained, can be expensive, pro- 
tracted. stressful and uncertain. Business 
owners who don't prepare for the unknown 
by having a shareholders' agreement, end up 
providing the legal profession with a built-in 
annuity program. 

Clauses To Consider 

As noted earlier, the agreement sets out meth- 
ods of resolving potential disputes and other 
issues. For example, an agreement could 
include; division of duties and responsibili- 
ties; life insurance on partners; powers of 
directors; selling the business; share sales and 
transfers; shareholder investment, loans or 
guarantees; division of profits and losses. 
Some additional provisions include: bunking 
arrangements; financial restrictions on part- 
ners; attention to business; signing authori- 
ties; managcnicm; powers of partners and 
limitations; drawing arrangements and bene- 
fils: buy/sell obligations; sale and purchase of 
parmership interest; and borrowing powers of 
the company. And this is just a partial list. 
You can sec what potential risk areas you 
have not dealt with, if you don’t have an 
agreement. 

One of the key provisions in a share- 
holders' agreement is a buy/sell provision. 

"Over B penod of time, is not 
uncommon m terms of 
human dynamics to have 
pocenoal conflicts occur due to 
differences of pnorr- - 
personalides. or philosophies. 

You may want to buy out your partners or 
vice-versa in certain situations, such as a dis- 
agreement or a change of priorities. This 
would be referred to as a voluntary buy/sell 
formula, in that any partner could use that 
clause. Then there is a compulsory buy/sell 
clause, which deals with issues such us death. 


mental or physical incapacity, bankruptcy, 
termination of employment or default of 
terms of the agreement. 

Drafting An Agreement 

If you don't already have an agreement, draft 
your own version of the key factors that you 
would like included in an agreement, after 
discussion with your partners. Then take your 
draft agreement to the lawyer being retained 
for the business, to be reviewed, clarified, 
modified and finalized. Make sure you have 
your own independent legal advice. Every 
partner should do this, as the corporate 
lawyer cannot also advise the individual part- 
ners. This would be a conflicl of interest. If 
you do have a shareholders' agreement, you 
should review it at least once a year as well as 
when any significant issues face the company 
or shareholders. 

The legal costs to prepare a sharehold- 
era' agreement ultimately depends on the 
time expended by the lawyer. For example, 
the degree of complexity of the agreement, 
the number of shareholders involved, the 
number of meetings that might be held going 
over and explaining the various terms of the 
agreement, and other factors. It is to your 
benefit to retain a lawyer who has expertise 
with shareholder agreements. That insight 
and experience will be invaluable. At an aver- 
age charge-out rate of SI. “50 or more per hour, 
you should expect the lawyer to spend u min- 
imum time range of from five to 10 hours 
($750 to $l.5(X>-plus) for a ba-sic sharehold- 
ers' agreement. More complex corporale 
arrangements or issues will obviously cost 
more to deal with. 

It’s cheap money for peace of mind, 
especially considering the alternatives. And, 
it’s a Uix deductible business expense, tffl 

Douglas Gray. LLB.. has hud extensive expe- 
rience as a lamer specializing in small busi- 
ness. He is also a .speaker and author of 15 
business hooks plus a real estate investnieni 
software program. Hi.s hooks include Home 
Inc.: The Canadian Home-Based Bu.siness 
Guide and The Complete Canadian Small 
Business Guide (both by McGraw-Hill 
Ryer.son). Start and Run a Pnifitahle 
Consulting Business and Marketing Your 
Product (both by Self-Counsel Press). 
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from Newsbytes 


Sumitomo to offer VeriFone- 

In announcing its first customer for Secure 
Electronic Transaction Pilot Products, 
Redwood City, Calif. -based VeriFone Inc. says 
Japan’s Sumitomo Credit Service Company 
Ltd., a major credit card is.suer, will offer its 
merchant customers a secure, end-to-end 
Internet-based payment processing system. 
The Secure Electronic Transaction 
(SET) Pilot Products range consists of three 
main parts: the Vpos, Vgaie, and Vwallet .soft- 
ware. The first application. Vpos. allows mer- 
chants to accept, authorize and manage credit 
curd payments on-line in a secure environ- 


Based Internet commerce 

mcni. The second application, Vgate, is a 
gateway for tmancial institutions and pay- 
ment processors to accept and proces.s Internet 
transactions. Vwallet is a payment application 
for customers to allow SET-compliant credit- 
curd purchases. The system complies with the 
MaslerCardA'isa SET protocol. 

Sumitomo Credit Service will begin a 
trial of the software in Japan in the second 
quarter of 1997 and will involve a group of 
its cardholders, said VeriFone. The company 
has 14.7 million cardholders and 1.7 million 
merchant customers. 


McAfee may buy |apanese software producer Matsushita launches new notebooks 


McAfee Associates Inc. is planning to buy Japan's leading anti-virus 
software maker, reports the Nihon Keizai Shimbun. The newspaper 
said the company will pay 2.3 billion yen (US$18. 98 million) in early 
March for Shizuoka-based Jade Co. 

The Japanese company is having trouble keeping up-to-date with 
new viruses, and the management therefore agreed to the buyout, 
according to the report. After the purchase, McAfee will use Jade as a 
launch pad for its own software in Japan. 


On-line commerce in Asia will boom 


US$129 million will be spent on 
Internet commerce this year in 
Asia, excluding Japan, predicts 
the technology consultancy, 
International Data Corp, IDC also 
predicts this revenue, a substan- 
tial portion consisting of Internet- 
based shopping, will explode to 
US$1. 14 billion by the end of the 
year 20(X). 

"There’s a low base (of rev- 
enue) but there will be staggering 
growth," said Dennis Philbin. 
vice-president and managing 
director of IDC Asia-Pacific. 

According to IDC. Internet 
retail includes products ordered 
via the Inicmel but paid for via 
conventional means, like tele- 
phone or fax. 

Philbin predict- 
ed that despite 
HKTcl’s intro- 
duction of video 

which promises 
lobring big local 
retailers on-line, 
growth in Internet retailing in 
Hong Kong will not be “a tidal 

Pan of the problem is "cultur- 
al’’ — Asians tend to be less famil- 


iar than Westerners with shopping 
via mail-order or telephone. 

Philbin predicted that internet 
commerce as a whole will take 
off first in Australia and Japan. 
Acceptance in Singapore will 
also be high, due to a strong tele- 
com infrastructure and govern- 
ment support, though the total 
market will be smaller than Hong 
Kong, he said. 

IDC also released figures for 
growth in Internet usage in Hong 
Kong. There were 114,000 
Internet users at the end of 1996, 
compared with 60.000 at the end 
of 1995- About 225,000 people 
will use the Internet in Hong 
Kong by the end of this year; 

572,000 by the 
end of 1999; 
and one million 
by the end of 
2000. Philbin 
also said that 
many of the 
ISPs in Hong 

"extremely vulnerable,” due to 
low profit margins in the con- 
sumer dial-up busine.ss. He pre- 
dicted that only a few large ISPs 
would soon remain. 


Internet usage in Hong Kong 

End of Year Internet Users 

1995 60,000 

1996 114,000 

1997 (eslimatad) 225,000 

1999 lestimatBd) 572,000 

2000 lestimatsdj 1,000,000 


Matsushita Electric Industrial Co. is selling a new version of its indus- 
trialized ProNole notebook computer, expanding the ProNote FG series. 

As with previous modeLs, the hard disk drives are mounted with a 
shock-absorbing gel to guard against damage when knocked, the 
screen is protected by internal dampers, and the entire machine is buill 
inside a frame of magnesium alloy. Matsushita says the computers can 
withstand drops of up to 70 cm and will also happily cope with vibra- 
tion, dust, moisture, and even a spilt cup of coffee on the keyboard. The 
new computers feature a I2.l-inch color LCD, compared loa I0.4-inch 
display on the earlier models. EM 
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MARKETING 


The Secret Of 'Piggybacking' 


by Mould Kerr 

0 Facc it: most computer 
resellers don't have time 
to be marketing gurus. 

Resellers arc often 
experts when it comes to 
knowing products inside 
and out, and can provide 
the advice and services 
necessar>' to en.sure the customers are satis- 
fied. You make it your business to understand 
the customers' needs. 

But with the increasing demands on lime 
and financial resources, there is just no way 
to devote yourself to marketing on a broad 
scale as well. Resellers are feeling the 
squeeze more than ever on marketing bud- 
gets. From advertising to direct mail, in-store 
demonstrations, trade show.s and public rela- 
tions, all the necessary marketing work can 
be a daunting tusk. 

However, there is a place resellers can 
turn for help — and that's the vendors. 

In this day and age. no company cun 
afford to be an island unto itself. Both large 
and small players in the world of high-tech 
depend on partnerships with other firms in 
Older to achieve succe.ss. No one company in 
the IT .sector can provide all-in-one custom 
solutions for the masses. Just look around 
your own office for proof. Hardware, soft- 


you may not know that you can also take 
advantage of a manufacturer's public rela- 
tions efforts — at little or no cost at all. 
Whether you're a value-added re.selleror sys- 
tems integrator, there are numerous ways to 
tap into a manufacturer's public relations 
activities — as long a.s it makes sense for both 


partners. Forming solid relationships with 
the dealer channel is crucial to their busi- 
nesses. Many public relations agencies 
working on behalf of large hardware firms 
will help promote small Sis and resellers if 
they develop solutions that showcase the 
hardwaie technology. Publicists for large 


“Whether you're a value-added reseller or systems integrator, there 
are numerous ways to tap into a manufacturer's public relations 
activities — as long as It makes sense for both parties." 


parties, A lot of companies are eager to have 
their resellers and business partners; in the 
public eye. becau.se that can provide a strong 
third-party endorsement of the products. 

Here are just a few of the ways you can 
make this strategy work for you. 

Software Vendors 

Many large software developers, such as 
Microsoft and Lotus, are successful because 
of the su^ngths of their resellers. In Canada, 
there are hundreds of Microsoft Solution 
Providers and Lotus Business Partners active- 
ly selling and marketing Micro.soft and Lotus 
products. 

When these software giants find innova- 
tive implementations of their products, they 


“Talk to vendors If you are interested In taking advantage of their i*’'"' 
marketlng strategies. But don't expect to get a free ride just 
because you offer a solution based on a vendor's product." 


OEMs will often include VARs and Sis in 
press releases — free of charge — if the 
solutions they offer are unique. Resellers 
can also reach the media if they have been 
involved in philanthropic and sponsorship 
programs with an OEM. 

Talk to vendors if you are interested in 
taking advantage of their marketing strale- 
gie.s. But don't expect to get a free ride just 
because you offer a solution based on a ven- 
dor’s product. Before you approach any 
vendor for help, be sure of two important 
points: prove there's a definite return on 
investment for the vendor in supporting your 
efforts, and demonstrate that you can move 
more product for them with their help than 
without it. Be willing to follow the vendor's 
lead, work hard and enjoy the results of your 


ware, operating systems and networks all 
work in harmony (most of the lime), and are 
provided by different vendors. Technology 
companies, both big and small, realize that 
.some of their growth and profitability is 
directly linked to their partners. 

As a reseller, you are dependent on the 
manufacturer in many ways, not least of 
which is to provide a solid product that you 
can feel comfortable selling to your cus- 
tomers. What you may not realize is just how 
much the manufacturer depends on you — 
and how you can take advantage of this rela- 
tionship to expand your marketing efforts. 

You are probably aware that many 
OEMs and distributors offer co-op funds, but 


spotlight the reseller, the client and the solu- 
tion in the media. There are numerous ways 
in which resellers can leverage publicity from 
major software companies: resellers can be 
included in press i-eleases, case studies, testi- 
monials and newsletters. All of ihe.se pub- 
lic relations activities highlight the 
re.seller and in turn give the software 
vendor an all-important third- 
party testimonial. 

Hardware 
Manufacturers 

Hardware companies in 
Canada also work at mar- 
keting with their channel 


Mould Kerr i> a c ounsellor in the Teclwoloi’y 
Pniclice al Cohn <S Wolfe, o public reliilioiis 
finn in TorviUo. She cun be reached ar 
monui_kerr@colmu'vlfe.coin. 
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Volatility In The High-Tech Market — 

What Does It Really Mean? 


by Thomas Klein 

As a reseller, you may be 
watching the rise and fail of 
high-lech stocks, in an 
effort lo gauge the health of 
the industry and of particu- 
lar companies. However, 
the recent downward fluc- 
tuation in the technology 
stocks should be seen us healthy. It's not an indi- 
cation that next year's growth will be slowing 

Stocks move up or down for many differenl 
reasons. Investors tend to overreact to both good 
and bad news. Investors who jump on the band- 
wagon when a stock is going up drive (he slock 
price higher. But this creates a problem, as 
momentum investors are short-term traders and 
have conflicting goals with investors who are 
buying quality companies, and holding them for 
the longer term. 

This i.s the important question when a stock 
price drops: Is it being driven down by some 
fundamental change — or because some short 
term investors are moving onto their next idea? 

Sharp drops in stock prices in a short peri- 
od of time usually result from traders unwinding 
their positions. However, if a stock's price con- 
tinues to slide over weeks, this is an indication 
that .something is fundamentally wrong. Slowing 
of sales or earnings, increased competition, lack 
of management focus or any number of factors 
can will affect the company’s profitability. 

Networking 

Since July of 1996 the technology sector has 
been on a strong upward move and this carried 
through to the beginning of the new year. It is 
not realistic lo expect that theses stock prices 
could maintain that level of performance. This is 
a case of the stock market prices getting ahead of 
the growth of the companies. A perfect example 
is the performance of networking companies. In 
the past few weeks, several of the major players 
have seen reduction of their slock price.s by more 
than 20 per cent. 

This is not related to any reduction in .sales 
or growth targets but rather profil-laking by 
sophisticated maders realizing when run-ups in 
slock prices have peaked. Most of the network- 
ing companies would not be able lo sustain the 
growth lhal their slock prices warranted. 
Resellers should not be concerned that we are 


headed lor slowdown in growth. This is just a 
consolidation phase, where earnings growth and 
stock price valuations adjusl and become more 

Also of note: IBM. 3-Com and Cascade 
announced that they are forming an alliance to 
coinpete with Cisco System.s. I think that the 
negative sentiment in the market for network 
stocks, plus the threat of increa.sed competition 
will pul pressure on Cisco's slock price. It's time 
lo monitor this sector for any new trends and 
during this phase it's best for investors lo stay on 
the sidelines until a .support level can be estab- 
lished. 

Hardware 

In the hardware department, IBM announced it 
would be splitting its slock. A slock splits occurs 
when the directors and shareholders agree lo 
increase the number of available shares and 
adjust the per-share price. Most often stock splils 
are carried out two for one. For example, if 1(10 
shares of IBM are trading at $150 when it splils. 
you will have 200 shares at $75. 

Although this transaction does not affect 
the financial numbers of the company in any 
way, there are a number of benefits for a compa- 
ny to split Slock. 

It increases the number of shares, and for 
some smaller companies it creates liquidity or 
the ability for a larger base of shareholders to 
purchase stock. 

It keeps a company's slock price in what the 
brokerage industry calls retail-friendly ranges. I 
am always amazed how many investors think 
that a $10 stock is cheaper or better than $1(X) 
stock. In IBM's case, it is easier to .sell shares at 
$75 rather than $150 even though there are just 
more shares outstanding at a lower price. The net 
effect is lhal after a stock split the perceived 
lower price makes a company more marketable 
— which can cause a run-up in price. 

Apple Computer unveiled a new corporate 
organization, but it was met with a cool response 
from analysts and investors. Shares in Apple hit 
a 10-year low at US$15,375. after an unexpect- 
ed US$12() million quarterly loss. To .streamline 
the focus, the company is looking at the possi- 
bility of selling the slow-growing Newton hand- 
held computer division. Even with the 
announced changes it seems investors are leery 
10 give Apple another chance. 
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Chips 

The big news in the chip stocks was ihe raiings 
downgrades of Intel — from buy to hold. 

Intel has had an incredible run. Investors 
who bought in Augu.si have more than doubled 
their money, even if the slock now drops 10 to 20 

The new product cycle being developed 
with MMX technology will likely keep thi.s 
company at the top for years to come. 

Motorola has also slowly but surely recov- 
ered from last year's disasters and if the recent 
stock price climb is any indication it looks like 
management has this company back on track. 

Software 

Microsoft continues to run like 
a well-oiled machine, launch- 
ing two new additions of 
Office 97, Plus, the company 
has made significant gains in 
market-share in the browser 
market with Microsoft 
Explorer, ai the expense of 
Netscape. Microsoft and Intel 
are as close to a monopoly as 
you're going to get in the tech- 
nology sector. It is this lack of 
significant competition that 


makes these companies excelleni investments. 

In database software. Oracle has signed a 
proposal with Hartcoun to distribute up to 
500.000 network computers throughout China 
and Southeast Asia. The Network Compuier- 
Hartcourl venture, called the Pacific Net Project, 
will be working in conjunction with the decision 
by the government of China to move towards the 
electronic linking of all high schools and univer- 

This is definitely a development worth 
watching. 0* 

Thomas Klein is an imesimeiu execviive wiih 
ScoiitiMcleod and can be ivached al 
hilp://wH'\i:wehlmven.com/mone}\ 
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Sector 
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Year 
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Year 
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Intel 

51.50 

165.0D 

153.00 


Motorola 

44.125 

69.75 

66.00 

Hardware 

IBM 

B9.125 

170.125 

145.625 


Apple 

15.125 

30.125 

16.00 

Software 
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47.38 ' 

103.500 

97.00 


Oracle 

26.50 

51.00 

40.00 

Networking 

Cisco 

Newbrldoe 

40.50 

CS27.75 

75.75 

C$51.00 

64.00 

C$43 50 
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POINT OF SALE 


May Be A Solid Niche Market 

Yet, point of sale has its challenges. 

Different markets have varying needs and new technologies are still emerging. 

by Geof Wheelwright 


The world is buzzing with talk of electronic 
commerce, home banking and Web-based 
business, yet the sector of the computer 
industry that is currently doing the most work 
for retail areas rarely seems to get much 
attention. 

Of course, point of sale (POS) systems 
can offer huge advantages for retailers that 
use them properly. Of yet more interest — 
sellers of these system will find they offer a 
solid revenue opportunity with good margins 
and lots of potential for repeat business. 

According to the "old hands" in this 
growing sector, there are a number of issues 
to be aware of before heading into POS. 
Ineke Sutherland, president of Oakville. Ont.- 
based Classic Software Systems Inc., estab- 
lished her POS company in 1991and has been 
working as a computer busi- 
ness consultant since 1977. In 
that time, she has built up a 
cross-Canada dealership base 
“even in little towns that most 
people don’t even know 
about." 

Unique Market 

Sutherland warns that anyone 
planning to move into the 
POS business should realize that it is very 
different than selling simple PCs. ‘The two 
markets are very different, in that we market 
business automated solutions dedicated to the 
retail environment — including the software, 
hardware and peripherals," she explains. 

Sutherland says to properly support POS 
systems you really need to know how all the 
components in it can work together. That 
means when someone calls up to find why 
they can’t .send the right code from the POS 
system to activate a display or get a receipt 
printer to print, the reseller must have some 
idea of how to solve the problem. "We have 
compiled a product group where a dealer can 
call us up and say: I have a restaurant client, 
what can 1 do for him?" she says. “We offer 
both Windows and DOS-based applications 
and we assist the dealer in making the best 
selection of combinations of hardware and 
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software. We have built the expertise that 
will put the complete package together." 

In addition, she says it isn’t just about 
getting cash registers, printers, screens und 
other POS devices to properly talk to one 
another. Sutherland suggests that a key suc- 
cess factor is knowing something about the 
business into which you're selling — and 
understand the day-to-day business chal- 
lenges facing that business. 

Understanding POS 
Vertical Markets 

“In theory, they (all POS applications) are all 
the same, in that the most basic systems need 
to generate a receipt and take cash," she 
admits, but says the differences often lie in 
the detail. “In automotive POS software, you 
need to keep track of services — while 
stylists need to be able to book appoint- 
ments with specific people in the hair- 

7n automotive POS 
software, you need to 
keep track of services 
— while stylists need to 
be able to book 
appointments with spe- 
cific people in the hair- 
dressing business and 
keep track of who cut a 
customer's hair the 
last time they visited. " 

— Ineke Sutherland 


dressing business and keep track of who 
cut a customer’s hair the last time they vis- 
ited." 

Sutherland says: "Each vertical market 
has its own needs. What makes one POS 
product (different from another) is what it is 


capable of doing at the dme of the transaction 
— whether it can handle coupons, lay-aways, 
split tender, returns and so on." 

Looking Ahead 

Being successful in the POS market isn’t 
always Just a question of knowing how busi- 
nesses work now, but also anticipating how 
they might work in the future. 

That philosophy is behind much of the 
business decisions currently being taken by 
Richmond, B.C. -based POS manufacturer 
and distributor SDMS Ltd. 

Smart Cards 

SDMS president Steve Gagnon says the big 
trend to watch right now is “smart cards” and 
his company is actively working on many 
retail and service applications using this tech- 
nology. “A new trend that is raising quite a 
bit of steam has to do with smart cards — and 
the question of implementing smart card 
applications.” He explains that sman cards 
are credit card-sized devices that commonly 
contain computer memory and sometimes an 
on-board computer processor. The cards can 
be programmed and made secure, with such 
features a.s passwords. “There is a growing 
movement toward smart cards because mag- 
netic cards (currently the technology used by 
most credit cards and bank cards) are very 
vulnerable to fraud." 

He says that SDMS has been involved in 
discussions with a wide range of markets on 
using sman cards, including the medical ser- 
vices sector in Quebec, where they are under 
consideradon as a replacement for exisdng 
medical identity cards for the province’s 
medical services plan. “In that 
case, they would yield a wide 
variety of advantages,” he 
explains. “If you make an appli- 
cation for a prescription, for 
example, it could be put on 
smart cord so you can extract it 
without error — without relying on ‘doctor 
handwriting.’ 

“It would also prevent people going to 
multiple drug stores to get the same prescrip- 
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lions and make sure that everyone’s prescrip- 
tion alerts (about which medications do not 
agree with them) could be held on the cards. 
It would also mean that your medical records 
would follow you so that your medical histo- 
ry, which is sometimes critical to you receiv- 
ing the right medical treatment could reside 
on your smart card," said Gagnon. 

Electronic Cash 

In the commercial arena, smart 
cards also look like they could 
revolutionize the way many tetail 
transactions are handled; as major 
players such as Visa and 
Mastercard carry out their trials 
of smart card-based commerce. 

The idea behind this “electronic 
cash" is: A user could go 
local bank machine, or 
device that was attached to a pay- 
phone. or to the telephone at 
home — and use it to “load" 
money onto a smart card for spending wher- 
ever they want to use it. 

Gagnon says the big advantage of this 
technology over more traditional methods of 
electronic retailing (such as the Inierac net- 
work) is that there are no “per transaction" 
chaises once the money is loaded into the 


card and you can thus allow transactions for 
as little as 25 cenLs without worrying about 
them being commercially viable. 

“You'll be able to transfer money onto 
the card via smart card phones or from one 
smart card to another when you want to pay 
someone else," he says. “It is also ideal for 
meters — and could be a convenient alterna- 
tive to cash when you need to carry multiple 
currencies with up to 
four different currencies 
being able to be held on 

Flat Displays 

The other big trend 
Gagnon says he sees in 
POS is the increasing 
use of flat panel dis- 
plays instead of stan- 
dard CRT displays. “A 
— Steve Gagnon l4-ineh monitor takes 
up two to three feet of 
retail space and if you are paying by the 
square foot, that is a lot of lost space." He 
says some new flat panel designs are being 
designed with a touch-screen capabilities and 
a built-in. on-screen keyboard for data entry 
with the need for a keyboard. “They all look 
like something out of Star Trek.” 


Whatever your interest in point of sale 
systems is. it appears it is a growing and fast- 
changing market with lots of new and inter- 
esting opportunities. 

It is clear that you need to know your 
customer, be prepared to commit to support- 
ing that customer and be on top of the latest 
technologies to constantly improve your solu- 
tions. Industry players emphasize that POS 
customers tend to be loyal and less price-con- 
scious that those buying PCs. 

It is one thing if an individual PC in an 
office goes down and one person can't use it 
for a little while, but quite another if the point 
of sale system in a busy retail shop is not 
working and customers can’t pay for goods 
they want to purchase. While a retailer may 
feel they’ve saved money by buying a cheap 
POS system — that gain could instantly be 
wiped out if the system breaks down and 
caused the store to lose sales for any more 
than a few minutes. 

But for the POS reseller; this means 
opportunity to add value — because indica- 
tions are, you're dealing with customers who 
truly do appreciate service and reliability. CM 

Geof Wheelwright is a Vancouver-based tech- 
nology and business journalist. He can be 
reached at geofivheelwright@msn. com. 


"A new trend that is 
raising quite a bit of 
steam has to do 
with smart cards — 
and the question of 
,0 a implementing smart 
" ® card applications. " 
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Tco'/ulf 


Waiting for the 
Universai Seriai 


That bus is due sometime iij W'Q^Taut 


by Akm Zisimin 




Let’s go for a ride on the 
bus — the PC's expan- 
sion bus that is. 

A computer’s bus 
works more or less like 
the city bus - - but the 
passengers are data sig- 
nals rather than com- 
muters. Like commuters, 
however, the computer’s data signals gel on 
the bus at various places, and gel ofl at their 
own individual stops, but travel on a single 
bus along the way. And. a well-designed bus 
makes sure that a wide variety of passengers 
can go along fur the ride, and that all gel 
where they're going — as quickly as possible. 

TTic PC has an internal bus. providing 
connections between the CPU and the RAM. 
as well as the cla.ssic ISA (Industry Standard) 
16-bil bus. typically holding the sound card 
and modem. More modern and more power- 


unlikely that we'll see them pul it 
in the near future. 

Some PCs have added a SCSI connector 
to either the ISA or PCI bus — plugging in an 
expansion card to allow a total of seven 
devices to be daisy-chained, lined up one 
after another, at least theoretically with little 
configuration necessary. This matches the 


effect armmiT-'ffsstpgwfegpr'rt isQ^h slower than 
real SCSI — m'y'^ffil^lgfrt Zip drive, for 
example, is less than half as perky as a SCSI 

Enter The USB 

This is the year that we should start to see 
the answer. Systems including the new 


“It will be a couple of years before we'll be able to entirely 
do away with the mess of conventional ports and wires." 


capability that has been .standard in 
Macintosh models since the Mac Plus of 
1987. SCSI, however, has never been more 
than a minority-taste on PCs. partly due to the 
extra configuration needed to get the SCSI 
card itself up and running, and the extra cost 
of the SCSI devices themselves. 

Still. PC users have envied the ease with 


“Systems including the new Universal Serial Bus standard 
promise to eliminate the need for separate connectors for 
keyboard, mouse, game, serial, and parallel ports — 
replacing all with a couple of USB ports." 


ful PCI buses address the more demanding 
video, network, and hard drive connections. 

Peripheral Component Interconnect 
(PCI) provides a .T2-bii bus running at 
33MHz. with a peak throughput of 
132Mbps. Enhanced PCI versions offering 
(either) double the speed (fast) or double 
the width (wide) are possible, but it's 


which Mac owners could plug in add-on 
devices to the system's external bus. In the 
pa.st year or two. we’ve seen the PC’s paral- 
lel port being used more and more as a sort 
of poot-person’s SCSI — devices from Zip 
drives to QuickCams to Snappy video cap- 
ture gizmos have ail plugged into the com- 
puter’s printer port. But while a clever work- 


Universal Serial Bus standard promise to 
eliminate the need for separate connectors 
for keyboard, mouse, game, serial, and par- 
allel ports — replacing all with a couple of 
USB ports. This should produce a cleaner 
system, with easier configuration, and better 
performance. 

A typical PC is limited to two parallel 
ports and four serial ports — and the serial 
ports are limited to a throughput of 
I ISKbps. By comparison, up to 127 devices 
can be connected to a USB port, with daui 
travelling at 12Mbps. The four-pin USB 
connector includes two powered pins, so 
that plugged-in devices won’t need external 
power supplies. The first device plugged in. 
perhaps a keyboard, will act as a hub — 
additional devices will be plugged into it. 
not directly into the computer. (Some USB 
devices, such as mice, should be hubless — 
able to plug directly into the system. And 
yes. Mac users, the longtime Apple Desktop 
Bus (ADB) has enabled you to plug your 
mouse into your keyboard — but with much 
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less power and speed than USB will offer. 
Try plugging your scanner or printer into 
your Mac's keyboard!) 

USB supports hot plugging and plug and 
play — that means that devices can be 
plugged in while the computer is running, and 
that the operating system will (hopefully!) 
identify the devices, and provide drivers as 
needed. 

USB hardware is included on a few 
models from major manufacturers: the 
IBM Apiiva S78 and Toshiba InFinia. for 
example. New Pentium and MMX molher- 
boards have pins allowing for easy addi- 
tion of USB ports, but typically (as of early 
1997), OEMs are not yet including the 
USB ports themselves. Here we have a 
classic chicken and egg dilemma — there 
aren’t many USB devices available yet. 
The Toshiba model .ships with a USB key- 
board, but the Aptiva or the USB-capable 
Sony PCV-90 don't come with anything to 
plug into the new port. And until recently, 
there hasn't been any system-level .soft- 
ware support for USB — Toshiba had to 
write proprietary drivers. 

Even Micro.soft's recent OEM-SR2 


(Service Release 2) version of Win 95 
lacked USB support. Now, however. 
Microsoft has released a patch for SR2 that 
provides this support. More cla.ss device sys- 
tem drivers are expected to be built into 
Microsoft's two 1997 operaiing systems: 
Memphis (Windows 97) and NT 5.0. just 
beginning testing for release dates later this 
year. These make it easier to add drivers for 
specific classes of peripherals, such as cam- 
eras. speakers, and scanners. A single USB 
connection could support all of these, along 
with high-speed cable modems or ADSL 
modems, which currently need to be 
plugged into an Ethernet card. 

But even with support in the operating 
system, it's going to take a while for periph- 
eral devices to trickle onto the market, 
although a number were shown at last fall's 
Comdex, including monitors from Sony, 
NEC and Daewoo. Canon showed off a USB 
printer, while several manufacturers showed 
off keyboards. Panasonic has promised a 
USB digital camera and a USB speaker, early 
in 1997. 

As a result of this teniaiiveness from ihe 
motherboard manufacturers, peripheral man- 


ufacturers. and Microsoft, it will be a couple 
of years before wc'll be able lo entirely do 
Qwuy with the mess of conventional ports and 

Predictions 

USB won't be a serious contender until later 
in 1997 at Ihe earliest. Buyers should not. 
however, buy a system that isn’t USB-ready. 
At a minimum, they should he able to add 
USB ports onto their new system when oper- 
ating system and peripheral support becomes 
more of a reality. OEMs need to make sure 
that the systems they’re shipping provide 
such potential. 

USB isn’t the only new bus architecture, 
however. Also expect to see AGP 
(Accelerated Graphics Port) to speed up bot- 
tlenecks in today's graphics adapters, and 
Firewire (at least, not another three letter 
acronym). Officially called IEEE 1394, it 
provides an external bus starting at 1 00Mbps 
(compared lo USB's 12Mbp.s). CtW 


Akin Zisman is a compuler Jrmrimlisi and 
teacher living in Vancouver. 




TOMKEN MICROCOiVIPUTER SYSTEMS INC. 

COMPUTER PRODUCTS DISTRIBUTER TEL: (905| 625-9889 

UNIT #9, 991 MATHESON BLVD., (905) 625-3302 

EAST MISSISSAUGA, ONTARIO L4W 2V3 FAX: (905) 625-7280 



A professional computer parts distributer for resellers and dealers offers your best choice without hassles. 

Everything you want, everything yeu need. We have it! 

CPU & Memories For more information just pick up the phone and 

Monitors & Printers call Tomken Microcomputer System distributor 

FDD, HDD, CD-ROM & Tapes (resellers & Dealers only). 

CPU Coolers & Joysticks 
Faxmodems & Network cards 


Cases & Power supplies 
Cables & Accessories 
Keyboards & Mouses 
Mainboard & Coniroller 
Speakers & Sound Cards 
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THE PUNDIT 



Resellers — 

consider the lessons learned in other industries. 

You may be surprised at the similarities to YOUR business. 


J ~ I A metaphor is often a useful way of thinking 
A I about the way we do things in bus.ness. Indeed. 

. I sometimes a precedent extrapolated from a com- 
P I pletely different concept can help us figure out 
I emerging trends. Naturally, the benefit is an 
I opportunity to foresee a trend as it is just taking 
^ I off and get the best (and most profitable) piece of 

I the action, on the leading edge of the curve. Here, 

then, are some metaphors to consider. 


The Automobile Industry 

If we look beyond the obvious automobile references of "where do 
you want to go today?" and the done-to-death “information super- 
highway" metaphors, there are a number of interesting parallels 
between the auto industry has been and where it seems ihe computer 
industry is going. 

I. The U.S. auto industry had a crisis in quality control and — more 
importantly — consumer confidence. But while it was figuring this 


out. high-quality/high functionality designs from Japan gained a dom- 
inant position in the market-place. By the time the U.S. automakers 
reinvented themselves, the market-place had a new set of values. Part 
of the U.S. auto industry’s problem was that it was operating on a 
“planned obsolescence” model that consumers got fed up with. 1 think 
the parallels are obvious here. Need an example? Look at Apple. 

2. How fast does it go? At a certain point, speed stopped mattering to 
the mass market (of course, some enthusiasts continue to care about 
the zero-to-sixty factor, and are willing to pay dearly for it), and other 
issues became more important. What happened after the 
"muscle car" phase of the '60s and early ’70s? 

3. How are cars marketed and what do consumers buy? 
How did you buy your last car? How long did you own it, 
and what did you do with it when you sold it? Consider 
that used (make that 'pre-owned') cars are a very big busi- 
ness — a business that is still struggling to overcome its 
"sleazy salesman" image problems. 

In a lot of ways, the computer industry has just 
emerged from the automobile industry's ’big fins' era. Think of the 
monitors and PCs of a couple of years ago: Emissions were high, 
power economy was low and units were big and bulky. Hard to maneu- 
ver — but just look at these power windows! 

If this metaphor carries any weight, then the new-generation 
'sculptured' PCs from Acer. Apple and Compaq are just more 'big 
fins.' The real market-shift happened because of compact cars — the 
portables. They made economic sense, and they cost plenty. But when 


"In a lot of ways, the computer industry 

has just emerged from 

the automobile industry's ‘big fins' era. " 
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THE PUNDIT 


was the Iasi lime you bought a new car with cash? 

Take a few minutes and think about the way the automobile mar- 
ket has evolved; for example, the leasing, the used models, the 
imports, and the 'lifestyle' advertising. Perhaps you will agree that this 
metaphor ‘has wheels.' 

“The music business has both 
mechanical royalty and performance royalty systems 
that are a nearly ideal model for digital media. " 


Musk As a Metaphor 

Here's another metaphor that may ring some bells. Think for a moment 
how music permeates our lives. 

As children, we use simple nursery rhymes to learn the funda- 
mentals of melody and rhythm. Even if we grow up as aduli.s with a tin 
ear. music surrounds us. It's in virtually every TV show and every ad. 
It's on the radio, in our cars, on the street comer. 

It may be worthwhile to consider that music is a metaphor for 
how we — or our children's children — will someday view technolo- 
gy and computers. 


lured learning systems. 

It has a corporate infrastructure that is in danger of breaking 
down as smaller, more nimble companies release 'independent' prod- 
ucts. It permits communications that are rich, and that may be easily 
integrated with other media types. Music is freely available, yet sup- 
ports a multi-billion-dollar recording indu.stry. 

Modern musical instrument 
technologies have put some 
musicians out of business, and 
forced others to change their job 
descriptions. 

Questions; 

• How many radios do you 
own? Where are they? 

• What was the last piece of 
music you heard? Where were you? 

• Consider musical learning. How does the school system make band 

in.struments available? 

• How do children receive private lessons? 

• What is the model for mechanical royalties? 

Now. imagine that it is a few years in the future. Mentally suh.sti- 
tute the words ‘computer technology' for 'music' in the previous state- 

Imagine that, cm 


Ponder These Facts 

The music business is big. The largest trade show in the world is the 
Music Messe in Hamburg. Germany. 

The music business has both mechanical royalty and performance 
royalty systems that are a nearly ideal model for digital media. 

Electronic musical instruments have seamless. ubiQuitous net- 
working, that is both plug-and-play and virtually dummy-proof. 
Electronic musical instruments have evolved to include a variety of 
highly visceral input device.s, including “aftenouch” touch sensitivity 
and pressure sensitivity, plu.s more exotic I/O devices such a.s joy- 
sticks. ribbon controllers and breath controllers. 

Musical instruments arc used for both busine.ss (and a very big 
one it is!), but more commonly for entertainment and pleasure. Many 
homes have a musical instrument, even if it is not currently played. It 
is both a symbol of culture and an entertainment device for guests. 

Many forms of music (and/or the artists that create it) emphasize 
sex. It richly communicates virtually any emotion. Most people don’t 
want to create their own. Music fans buy T-shins. posters and other 
memorabilia in large numbers. Stores sell pre-packaged collections. 
Although there are many content creators, a few titles generate most of 
the profits. It is a part of every culture on earth. 

Music can be distributed in analog or digital formats. Consumers 
prefer random-access over linear access (tape). Resolution is impor- 
tant. Music transmitted via wireless methods did not replace dLsc- 
based media, although tape is increasingly obsolete. It can be impro- 
vised, created algorithmically, or via a variety of languages and siruc- 



Graeme Beiwert is managing editor al The Compiiler Paper, and is a 
former computer resetier. Based in Hincouver. he can be reached al 
graeme@lcp.ca. 


SAVE UP TO 50% 

ON BRAND NAME COMPUTER PRODUCTS 


BAfiEBONE Systems • Blank disks/tapes 
CD-ROM Drives • Faxmodems • Joysticks • Keyboards • Mice 
Networking Cards & Hubs • PCMCIA & Mobile Computing 
Scanners • SCSI Controllers • Sound Cards 
Speakers & Microphones 'Tape Drives 
Trackballs ’Video Cards 


Distributor of Manufacturers’ 
Overstocks & OEM Product 



LOGIC BOX DISTRIBUTION 

httpVwww.logicbox.com 

Toll Free: (888) 744-8312/ Tel: (905) 4K-1541 

Fax: 1905) 405-1759 

Email: Lbsales@logicbox.com 


Call to be added to our free faxed or emailed 
dealer hot sheet sent weekly! 
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PRODUCIS 

ViewSonic has launched 
the Optiquest V773 monitor 

ViewSonic has announced the Opiiquesi 
V773 moniior, aimed at general business 
users and SOHO markets. 

The 17-inch monitor uses a "Super 
Contrast" screen, which the company says 
provides "sharp, easy on the eyes text and 
bright, vivid colors." It offers a 0.26-mm dot 
pitch; a maximum resolution of 1.280 by 
1 .024, a refresh rate of 86H7 at 1 ,024 by 768. 
and an ARAG anti- 
glare/anii-static screen 
treatment. 

Estimated street 
price on the monitor is 
US$599. For more 
information. call; 

(9091 869-7976. 

InkJet Refill Kits... 
That work 

Mess caused bv old 
style accordion bottle 
eliminated with our 
calibrated syringe. If 
a cartridge has prob- 
lems we’ve delisted. HP, Canon. 
Epson, I BM, Xerox, TI, 600 more. 
Your m/u 100%. User still saves 
50-70%. 40,000 refills sold since 
1992. FREE Refill Guide & cross 
reference with order. FREE email 
assistance. Kits are shrink wrap- 
ped - user sees contents, yield & 
instructions. Won’t void warranty 
Can. Competition Act 77 (1) & (2) 

Okidata 400 opc $99. 

remfd. exchange, test print, ozone 
filter, reset in.st. 500 more on our 
website below. Your label 5+ Ship 
from stock same day VISA M/C 

IMAGE CONTROL 
416 - 694-7509 

httpi/ZwwvN. image-control. com 




Matrox Rainbow Runner Studio 

On Feb. I . Monircal-based graphic card 
maker Matrox announced the Rainbow 
Runner Studio ‘companion’ curd, a digital 
video add-on system for the Matrox My.stique 
2D/.7D graphics accelerator card. In a move 
that seems likely to jolt other players in the 
digital video market, such as Germany's miro 
and Fast Electronics. Matrox is offering 11 
host of hardware and software features built 
into the Rainbow Runner product with a 
street price of around $249. 

The Rainbow Runner offers Moiion- 
JPEG (MJPEG) digital video compression, 
video conferencing, frame grabbing. NTSC 
(TV) video output, and hardware-based 
MPEG decoding. The Rainbow Runner 
Studio is designed to snap onto a Matrox 
Mystique card, using its included sofiware. 
PC users can capture incoming video as a dig- 
ital file, edit it using the included Ulead 
Media Studio software, and save edited 
sequences to disk in a variety of digital for- 
mats. or output it to videotape. Bundled 
VDOnei VDOPhone Internet video confer- 
encing sol'iwarc allows users to do video con- 


adds pro quality PC video 

ferencing via the Interact. The frame grabber 
feature of the curd allows users to employ a 
VCR or video camera a.s a low co.si image 
capture system, for video resolution digital 
photography. The Rainbow Runner Studio 
card also outputs to TV. alluwing users to 
simultaneously di.splay the computer screen 
image on a monitor and a TV set. This feature 
is very handy for making presentations to a 
large audience using available TV sets for 
display. 

A separate product, an ISA card named 
the Rainbow Runner TV, is designed to allow 
PC u.scrs to view TV .signals on the PC. cither 
in a window or as a full .screen image. 

Well-timed to coincide with the release 
of the Rainbow Runner Sludio. Matrox also 
announced a price reduction of the Matrox 
Mystique graphics accelerator to about $ 1 90. 
This mean.s the complete system comprising 
the My.stique and Rainbow Runner Studio 
products has a combined price of less than 
$500. 

For more information. contact 
http://www.matrox.com or (5 14) 969-6300. 


Novell announces CroupWise 5.1 for Intranet collaboration 

On Feb. 3. Novell Inc. announced a sisnili- vide cu.stomers with the most advanced set of 


cant upgrade to GroupWise 
intranet collabtiralion software, 
inipnivcments in speed, per- 
formance. and scalability, 
plus enhanced Internet func- 
tion. Client/server connec- 
tions have been optimized, 
requiring less overhead and 
offering faster startup and 
message throughput. Import 
and migration of documents 
has been enhanced as well. 

"CroupWise 5.1 is the 
next step in our effort to pro- 


5, NoveM’s collaborali 
Version 5.1 flexibility 



Novell 


on tools and the greatest amount of 
in how they implement and use 
them. This commitment to our 
customers has made GroupWise 
the groupware product of choice 
for more than seven million 
users.” according on Paul Barter, 
product manager at Novell 
Canada. 

GroupWi.se 5.1 was sched- 
uled to ship in late February, at no 
cost to registered GroupWise cus- 
tomers. For more information, 
contact hup'.//www.novcll,com. 


SSA adds Web publishing tools for data access and analysis 


SAS Institute (Canada) Inc. has introduced 
SAS/lnirNet, a suite of Web publishing tools 
that "enhance access and analysis of mission- 
critical data regardless of its location," says 
the company. According to SAS, this makes 
the SAS Data Warehouse a Weh-enabicd. 
cnd-lo-cnd sukilion. 

The new suite i.s designed to allow 
enterprises to make more effective use of 
dalahascs for applications such a.s marketing 
and financial analysis, with information 
stored and processed on large servers acce.s- 
sible to any device that can run a Web brow.s- 
er, such is a network computer (NC) or ‘thin 


client,' or a PC. 

According to Paul Bachleal. SAS 
Institute Canada's general manager. "The 
strength of our new software is its multi-ven- 
dor architecture that allows access to all data 
types on any platform across the Imernet and 
opens new arenas for information delivery 
and data warehouse exploitation for IT 
departments and business users. 

"This best-of-breed product makes it 
easier for companies to deliver our solutions 
on the Web." 

For more information on SA.S. contact 
htlp;//www.sas.eom or (416) 363-4424. 
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9"nextdayaIrfrleghttoany 
malor North American city, 

We will heat any distrlhntor price on 
memory guaranteed! 

We can build your complete systems 
and save you muney and time 


We carry CD-Rem driyes. hard dish 
drives. OEM ilidee cards and mere... 


Pentium lOOMhz System 


[7f Trinton III Mainboarel, 256kb Cache (W3) 
Intel Pentium lOOMhz Processor 
^ Minl-towsr case iv/235watt P/5 
12 t44 3,5" High-derslty floppy drive 
[71 S50mb Harddisk 
12 1'tib PCI 5VGA Video caret 


0 16mb EDO Memory 




Trinton III Mainboard 


0 Intel i437VX chipset 
0 Cyrix CPU support 
0 i50 9002 p^uaiity standards 
0 168-pin DiMM connector 
0 Award PnP Bi05 
0 Onboard EiOE, EPP/ECP paraieii 
port, 2 X 16550 UART serial ports, 
U55 connector, floppy drive 
controller 

0 256kb Write-back cache 




PENTIUM PRO MAINBOARD 
ONLY $209 


iifiobotics inU 

ire Irmllioint Rwn> in ulnrnHinn 


BSv\«stern digital 


MDG Computers Canada Inc. lei: (905)7i 2-9464 

5659 McAdam Road, Mississauga, Ontario, L4Z 1N9 Fax:(905)71 2-0755 


Pilces listed are ca^ discounted 3%. Prices are subject to change without notice. All prices advertised ore based on a 10+ quantity, for quantity’s 
mote or less please coll for price. MDG reserves the right to limit quantities. 






NEW PRODUCTS 


DataTel offers cable organizers 

Datatel, a division of Middle Atlantic Products Inc., is 
offering the CK Series of cable ducts which the compa- 
ny says are suited for managing extremely large cable 
bundles. 

Datatel says the ducts, measuring six inches wide 
by nine inches deep, feature rugged steel construction 
and a powder-coat fini.sh in black or aluminum. 

Two models are offered. The CK Series Center 
Organizers, when boiled between two racks, manage 
cables to the front and rear while allowing for left and 
right cable exit. CK Series End Organizers offer selec- 
table left or right cable exit. Suggested retail price is 
US$150. A pair of Organizer covers lists for US$36. 

For more information, call (201 ) 616-7078. 



Epson Canada releases Expression 636 business scanner 



Epson Canada Ltd. has announced the Epson 
Expression 636, which the company says is a 
performance-driven, desktop color flatbed 
scanner. 

Wiih prices starting at $1,279. the scan- 
ner is available in four distinct configura- 
tions. The Expression 636-Pro for the PC 


includes: Adobe PhotoShop. Kai's Power 
Tools, Claris Homepage, Xerox Textbridge 
3.0. a transparency unit. Presto 
PageManager, a SCSI interface board and 
SCSI cable. 

The Expression 636-Pro for the Mac 
includes: Live Picture, Kai's Power Tools, 
Claris Homepage, e-Paper. a transparency 
unit, and SCSI cable. The Expression 636- 
Anist for the PC offers: Adobe's PhotoShop, 
Kai's Power Tools, Claris Homepage, Xerox 
Textbridge 3.0, Presto PageManager. a SCSI 
inlcrfacc board and SCSI cable; and. the 
Expression 636-Artist for Mac includes: 
Adobe PhotoShop, Kai’s PowerToois, Claris 
HomePage. e-Paper, and SCSI cable. 

For more information on the product, 
call: (416)498-9955. 


Silicon Graphics Canada releases Octane workstation 

Silicon Graphics Canada Ltd, has announced Instead of the conventional shared bus 

its Octane “power desktop” line which the architecture, the system incorporates a seven- 
company says features high-performance port crossbar switch (with a system band- 
graphics, symmetric multiprocessing and 64- width of l.6GB/sec per port) and supports 
bit processing. .single or dual MIPS RIOOO processors. 

The company says Octane 
boasts a 70 per cent increase in 
(loaling-poinl performance over 
the Indigo2 Impact 10000 family. 

Octane systems come stan- 
dard with lOBase-T/IOOBase-TX 
Ethernet, analog and digital audio 
I/O. external stereo speakers, 
64MB or 128MB of memory, 2GB 
or 4GB of disk, a 20-inch monitor 
and one of three graphics option.s. 
Pricing starts at $38,072; $53,300 
for the dual-processing version. 
Idk I poi- more information, call: (905) 

625-4747. a* 



March 2’B Oblect World East 

Boston 

http:/Avww.ow.com 


March 4 — Victoria Novell’s 

March 11 — Montreal IntranetWoricIng 
March 18 — Halifax Call:1-B00-892-2922 
http://www.novell,com/cana(Ja 


March 10-14 Unlforum '97 

San Francisco 
Call: (40B) 986-8840 


April 2-4 

1 

JavaOne: Sun's 1997 
Worldwide Java 
Developer Conference 

San Francisco 
Call: (415) 372-7077 
or 1-800-668-2741 
lillp://www.iavasDft.com/jabaone 

April 8-10 

The 6th Annual 
Home Office Show 

Toronto 
Call: (416)869-0141 

April 15-17 

DCI's Database ft 
CHeiit/Server World 
And DCI^ Data 
Warehouse World 

Toronto 
Call: (508) 470-3870 
Fax: (508) 470-1992 


Aprils — Vancouver Netcon Caravan ’97 
April 10 — Calgary Call: (416) 621-8135 
/^rlMS — Ottawa 
A|Kll 17 — Montreal 
April 22 — Toronto 

May 1*2 ITAC Board of Governors 

Washington 
Contact: Bill Munson 
Call: (905) 602-8510 
E-mail: Bniunson@itca.ca 


May 28-30 The Forum for 

Hand-held Computing 
in Healthcare ’97 



Cambridge, Mass. 
Call: (415) 252-8008 
http://www.pda-expo.com 

Oo you latf an upcoming 
event you'd like to see 
listed to cewi Celendsr? 


nrtpxwwwc 
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Woodley heads Oracle Canada 

Oracle Corporation Canada Inc. has appoint- 
ed Don Woodley as president and chief exec- 
utive officer. Woodley leaves Compaq 
Canada Inc., after almost 10 years as presi- 
dent and managing director. 

Woodley's new responsibility includes 
leading Oracle Canada's strategic business 
development as well as overseeing day-to- 
day operations. He reports to Barry Ariko, 
Oracle Corp. 

"Don Woodley served Compaq with dis- 
tinction over the almost 10 years he was pres- 
ident in Canada." said Jim Schraith. vice- 
president, North America. Compaq Computer 
Corp. “He took the company to a position of 
PC market-share leader and complemented 
that with very impressive revenue growth 
along the way." 

Compaq Canada is conducting a search 
for a new company president. 

Informix adds channel 
development director 

H Informix Software (Canada) 
Inc., in Toronto, has 
appointed Don Jackson as 
director of channel sales. In 
hi.s new role, he will be 
responsible for: establi.shing 
.1 Canadian telesales team: 
VAR relations; and channel 
business development. 

Prior to joining Informix, he worked for 
six years with Banyan Systems Inc. in 
Canada, the U.S. and Latin America, as man- 
ager of channel sales, marketing and 
distribution. 

Oriole adds senior executives 

Vancouver's Oriole Systems Inc. has appoint- 
ed two new executives to its senior manage- 

Gary Fitchett has been named executive 
vice-president and chief financial officer. His 
mandate is to "provide leadership in develop- 
ing. implementing and funding a strategic 
mergers and acquisition program to diversify 
and strengthen the company's operating 
base." according to the company. 

Fitchett was formerly a partner and 
financial consultant with Dunwoody & Co. 

Jack Mulchinock is the company's new 
vice-president, business development for 


Oriole's wholly owned subsidiary. DYAD 
Systems Inc., of Toronto. 

IStar changes executive team 

ISiar Internet Inc., of Ottawa, has changed the 
roles of two company executives. 

IStar president and CEO Rainer Paduch 
now lakes on the role of vice-chairman and 
chief technology officer. According to the 
company. Paduch has been the company's 
chief visionary since the inception of iStar. 

Craig Wallace, who has been executive 
vice-president, corporate development since 
June, will assume Paduch's role as president 
and CEO for the company. 

Intel realigns executive office 

Effective May 21, Intel Corp.'s three-person 
executive office will shift titles. Craig 
Barren, chief operating officer, will move 
from executive vice-president to president. 
Andrew Grove, CEO, will move from presi- 
dent to chairman of the board. Gordon 
Moore, will move from chairman to chairman 
emeritus. Moore said of Craig, in a statement: 
"He has been the operational head of the 
company during a period of exiraordinary 
growth, and he has done an outstanding job. 
We're very pleased to see him step up to the 
post of president." 

SCO names new CFO 

The Santa Cruz Operation has named John 
Luhiala as senior vice-president and chief 
financial officer. He was most recently vice- 
president of mergers and acquisitions, and 
prior to that was CFO for Syquest 
Technologies. "John brings a wealth of expe- 
rience in international finance," said Alok 
Mohan, presidenl and CEO of SCO. 

Statpower announces CEO 

Bart Tichelman has been named CEO for 
Statpower Technologies Corp., of Burnaby, 
B-C. 


He is the former 
president of Colt Corp.'s 
operating unil for the 
Eastern U.S. 

'The future holds 
great opponuniiies, and 
i'm happy to be associat- 
ed with a group that 
thrives on such a great challenge as this," said 
Tichelman in a statement. 

Statpower produces the PROwait and 
Portawattz lines of DC to AC inverters and 
the Truecharge line of battery chargers — 
products that are used in mobile office and 
other applications. 

Inso realigns staff 

(NB) — Inso ha.s named Jeffrey J. Melvin to 
the new position of vice-president, world- 
wide sales and service. 

He previously was vice-president and 
genera! manager of Inso's Tools and 
Technologies business unit. In his new role, 
Melvin will provide strategic direction and 
leadership to Inso's newly integrated sales 
organization. 

Also, the company has appointed 
Michael Melody to the new position of vice- 
president. su-ategic planning and operations. 
He previously was vice-president and general 
manager of the company's Information 
Products business unil. 

Netrix announces president 

(NB) — Netrix Corp. has announced Lynn 
Chapman has been named president, chief 
executive officer (CEO), and a director of the 
company. 

Chuck Stein, the company's president 
and CEO since 1987, has been named chair- 
man of the board. 

Chapman has been with the company 
since 1992, serving in a number of executive 
positions. 


C.I.T. Corporation 

965 Bay Street. Suite 2508 
Toronto, Ontario, MSS 2A2 
Phone 416-860-0110 • Fax: 416-860-1898 
Toii Free: 1-800-658-3743 


^ CD Recordable Disks 

Magnetic Media 

Call for SMctacular 
new 1997 prices 

KODAK 

KAO 

SONY 

TDK 

NOMAl 

V MAXELL 

IN STOCK for 
immediate delivery!! 

DLT tapes (10/20, 15/30 & 20/40) 
QMS supplies 

Tektronix supplies 

Printable writeable CD’s 

Syquest cartridges 

Iomega ZIP & JAZ cartridges y 


Please call Jon Galama Today for Pricing!!! 
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Suite Com petition 


While on ihe road recent- 
ly, I got a chance to 
• speak with Michael 
Cowpland. president of 
Corel Corp. in Ottawa. According to 
Cowpland, Corel is not in as bad shape as 
the stock market seems to think. He says 
that the market’s concern is that Corel has 
taken on Ihe giant Microsoft in Ihe applica- 
tions suite market. He believes that once the 
honeymoon for Office 97 is over and 
Corel’s nexl quarter reports are out, the 
market for their stock will rebound. 

Corel has rapidly established a brand 
identity in the computer software market. It 
started life selling SCSI solutions for PCs. 
CorelDraw happened along and made the 
company’s name. Corel now has more than 
1,000 products, if you count the 2IX)-plus 
Photo CDs of clip-art Corel sells. 

Rapid Turnaround 

One of the strengths that Cowpland touts is 
rapid turnaround of software products. 
Because of the company's approach with 
CorelDraw, the company’s engineers are 
used to short revision cycles — 12 months, 
instead of the 18 to 24 months that 
Microsoft requires to revise the Microsoft 
Office. This has had the unfortunate conse- 
quence of earning Corel the reputation that 
the software they ship is still somewhat raw, 
though Cowpland claims the record has 
improved in this area. He claims that 
CorelDraw 7 has been well received and 
that bugs are not a big issue. 

Graeme Bennett, Managing Editor at 
The Computer Paper and our resident 
graphics expert, said, of Corel 7: “Version 
7, also designed for 32-bit Windows, has 
apparently fixed long-standing bugs related 
to object positioning and exporting in 
Adobe Illustrator formal, and I find Corel's 
Barista (“print to Java" technology) to be an 
interesting — albeit underdeveloped — 
technology. For me, CorelDraw’s killer fea- 
ture (which it has had for a few years) is its 
ability to rasterize PostScript files. In my 
tests, 7.0 is indeed more robust at import- 
ing, exporting and printing than version 6.0 
was. but I have experienced some of Ihe 
"same old problems" — usually related to 
importing or exporting vector-graphics 
files, Nevcnhcless. ihe package’s inclusion 
of several important categories of DTP 


by Doug Alder 

tools and its undeniable value makes it 
worth while addition to the PC user's 
looikii." 

Jeff Evans. Canadian Computer 
H'holesaler's Toronto Editor, said: "Corel 
has a history of both giving a lot of value in 
ihe CorelDraw package, and for having 
quite a few bugs. However, the other major 
vendors aren’t exactly guilt-free when it 
comes to buggy software... But 1 think there 
is a middle ground between pcrl'eclion and 
villainous fraud, which most software pub- 
lishers occupy, releasing imperfect software 
but generally trying to fix it up as quickly as 
they can." 

CorelDraw for the Mac 

Corel is happy with its Mac sales of 
CorelDraw, despite being punned by most 
Mac magazine reviewers. Many users of 
CorelDraw are non-graphics people, who 
are more concerned getting the huge clip- 
an collections and bundled software for a 
great price than with using many of the 
high-end features. The same is proving true 
on the Mac, where Ihe Corel package is 
priced significantly lower lhan competitors 
and competitive upgrades are ofl'ered. 

Cowpland admitted the succcs.s of the 
Mac Corel was based on outsourcing to a 
good Mac company called Millennia in 
New York. Corel plans more Mac produci.s. 
Cowpland sees the Macintosh market as a 
mature market that is not likely to grow 
much, but that has a loyal audience that 
buys product. Corel has plans for a full suite 
for the Mac, including Qualro Pro. which 
he claims has more features lhan Lotus and 
Excel combined- 

Videoconferencing Products 

Corel’s videoconferencing software has had 
some success. The current version operates 
on its own network, separate from the com- 
puter network. The company has just 
announced a digital video version that wilt 
operate over regular networks and the 
Internet. Cowpland claims Corel has sold 
the product to the White House. 

There is a camera on virtually every 
desktop in Cord’s 900-pcr.son Ottawa 
office. The company communicates goals 
with a regular weekly TV show that fea- 
tures Cowpland and his product managers 
discussing where Corel is going. 


New Markets 

Corel has recently jumped into the genealo- 
gy software market, which Broderbund 
now seems to own, selling more limn a mil- 
lion units last year. Corel aims lo lake a 
chunk of that market with a package devel- 
oped out of core technologies in CorelFlow. 

The company has also launched a 
number of custom packages aimed ul the 
legal, medical and construction markets, 
using WordPerfect as a base, taking the 
same approach as with CorelDraw. Take u 
decent application, add a bunch of useful 
utilities to it and sell it for less lhan the cus- 
tomer would have had to pay elsewhere. 

Cowpland claims the lawyer’s pack- 
age includes more than SI. 200 worth of 
additional goodies for lawyers. The aim of 
the company here is to be where Microsoft 
, and to build on the existing strength 
n the legal profession, where WordPerfect 
still the market leader. 

This is not to say that Corel has not 
had its fair share of loser products, but 
Cowpland claims the company is always 
pruning the list and has dropped a number 
of the games released in recent years. 

Cowpland Is High-Bandwidth 

Cowpland gives the impression of being a 
"high-bandwidth" kind of guy, who speaks 
very quickly, as if the real world runs at a 
pace loo .slow for his quick brain. He has 
created a very successful company that has 
built a worldwide presence from thus 
unlikely town of bureaucrats and politi- 
cians. helping lo create Silicon Valley North 
in the process. 1 came away with the sense 
that Cowpland is a man who know his com- 
pany and its activities well, from marketing 
to packaging lo programming. 

Corel faces a large challenge going up 
against Microsoft, but consumers seems to 
want some choice in the market, and Core! 
seems destined for more success if the cc 
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monitors 

words 

don’t count, 
numbers do. 


Samsung 

ViewSonic 

Sony 

NEC 


21 

16 

12 

5 


awards 

awards 

awards 

awards 


simply honored by PC Compotlrg, PC Magazine. Windows 
Magazine and PC World with more awards 
in 1996‘ than any of our competitors, 
simply delivers, simply Samsung. 





l^laUcISOMOl. 

what does it mean to you and your custmers? 
Quality without compromise. 


Let's face it. There are virtually dozens of monitor 
manufacturers for your customers to choose from. So 
how do you help them decide which one? When you 
recommend Sceptre, you are recommending an ISO 

9001 manufacturer. This benefits your customers for 
the following reasons; 

Sceptre’s factory meets all of the requirements for ISO 
9000 certification; this means that all procedures follow 
the ISO guidelines for documentation. 

Sceptre’s factory meets all of the requirements for ISO 

9002 certification; this means that that our production 
procedures follow all of the ISO guidelines for quality 
control. 

We meet the ISO 9001 requirements for research and 
development. This is the most difficult certification to 
obtain. This Is where we really shine. This means that 
Sceptre’s commitment to advancing the design of CRT 
monitors enables us to manufacture monitors that are 
smaller, taking up less room on the desktop, while 
gaining viewable area. 


Take our P7x series, the latest in a line of award-winning 
monitors; The P75A is a .26 dot pitch, 1600 x 1200 @ 70 
Hz, 17 inch (15.9" viewable) monitorwith advanced on- 
screen digital controls, including color temperature. 

The P73A is a .26 dot pitch, 1280 xl024 (® 65 Hz, 17 inch 
(15.9" viewable) monitor. They shave 1/2 inch off the 
width and height, and whopping 1 1/2 inches off the 
depth of our previous line of 17 inch monitors while 
increasing the viewable size. 

Additionally, Sceptre offers this leading edge technology 
with a three-year warranty. Both you and your custom- 
ers benefit and you get repeat business because Sceptre 
means quality without compromise. 

Wliiy- 




For more information on Sceptre's line of award- 
winning monitors, call 1-800-788-2878 and receive a 
free one year membership in the SceptreTravel Club, 
a $24.95 value. 



EXCELLENOE FOR ALL. THE WORLD TO SEE 

http://www.sceptretech.com 1 -800-788-2878 


